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To Beat This 
Bird in Southern 
New England TV! 



This famous Rhode Island bird packs 
a powerhouse of live local show- 
manship day in and day out ... a 
powerhouse that attracts accolades 
from TV Guide, Variefy, Bosfon 
Traveler, New York Times and 
others. 

And this showmanship is proven 
salesmanship . . . with Channel 10's 
live local shows averaging a big 
87% shore of homes using TV, in 
the latest Providence telepulse. 

No wonder this early b'^rd cap- 
tures the rpqrket in Southern New 
England! The products that go to 
our rich market FIRST and leave 
shelves FASTEST ore advertised on 
WJAR-TV. 

Nalional Represenlalives WEED Television 



JAR-TV 



CHANNEL 10 Providence, R. I. 
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50< per copy* '8 per yea 




I portrait of 
five timebuyell 
on the job 
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0MP plan: 90% 
radio-tv budget 
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Participation shows 
on the tv networks: 
a buyer's guide 



pafs 



A STORYBC 

SURSTr 






KWTV MATCHES WORLD'S TALLEST TV 
TOWER WITH STUDIOS AMONG 
THE FINEST IN THE SOUTHWEST 



Those thousands who come each week from "all 
over" to see the world's tallest man-made structure, 
are no less amazed at the magnitude of KWTV's 
new studios . . . the amazing completeness and 
complexities of its RCA equipment. 

Along with KWTV's new studios and new power 
(316,000 watts), its programming and personalities 
combine to create a brand new TV picture in Okla- 
homa ... a facility unmatched in sales-making 
ability by any other Oklahoma television station'. 



©KWTV 



CHANNEL 
OKLAHOMA CITY 




AFFILIATED MANAGEMENT KOMA-CBS-RADIO • REPRESENTED BY AVERY-KNODEL, INC. 

EDGAR T. BEU, ExecutWe Vice President FRED I. VANCE, Sales Manager; 




Overlap study 
preceded P&C buy 



New form of 
1.0. saves money 



ConHnent'dl likes 
radio mail pull 



Kobak nof in on 
report, ARF says 



Among factors P&G considered in bu/ing into alternate-week sponsor- 
ship of 4 nighttime tv shows was degree to which a udience overlapped. 
A. C. Nielsen ran special tabulations to calculate unduplicated view- 
ing. All 4 shows are "family appeal," hence concern with excess 
duplication. Shows are "This Is Your Life," NBC TV and 3 CBS TV 
situation comedies: "I Love Lucy," "Topper," "My Favorite Husband." 
(See discussion of alternate-week sponsorship. Sponsor Asks, page 90, 
1 November, 1954.) 

-SR- 

New SRA standard for full-screen, 8-second I.D. was seen winning 
quick acceptance from stations. All 60 stations replying to SRA let- 
ter in first week agreed to full-screen I.D.'s in addition to previ- 
ous three-quarter screen shared I.D.'s. Some holdouts expected, 
however. SRA will give list showing form of I.D. stations accept to 
film producers. Then when agency sends producer market list for I.D. 
campaign, producer will know automatically how many of each type 
I.D. to prepare. New I.D. saves money, since inserting call letters 
at $50 and up each is el i minated. 

-SR- 

"Make Up Your Mind,"* daily CBS Radio program at 11:30-11:45 a.m., 
pulls 9,000 letters weekly. That's close to half million yearly. 
Listeners are urged to write in with questions for discussion and 
flow of letters is steady. Client: Continental Baking Co. Agency: 
Ted Bates. Continental regards mail pull as good evidence of radio 
impact . 

-SR- 

Ed Kobak, president of ARF, is individual referred to this page last 
issue, as having figured in C. E. Hooper complaint that ARF officers 
had connection with both forthcoming report on audience measurement 
and a rating firm. Kobak is consultant to A. C. Nielsen. But ARF 
points out Ed Kobak specifically disassociated himself from audience 
measurement study to degree he won't see it till publication. ARF 
says Hooper knew this was case when he made charge. 



Average weekly cost of quarter-hour five-a-week radio news shows is $3,694 



The nine sponsored quarter-hour across-the-board news programs in 
nighttime network radio range in cost from $1,000 weekly (for John 
Vandercook on ABC Radio) to $7,250 a week (for Lowell Thomas on 
CBS). Six of the programs are priced at $3,000 or less (aside from 
Vandercook, two come in at $1,500, two at $3,000, one at $2,250). 
Gabriel Heatter sells at $1,500 per quarter hour segment. Average 
weekly cost on all the shows comes to $3,694. 

Sample listing of a half-doien news shows with program costs appears 
at right. A complete roster of all shows on the four radio networks 
along with costs, sponsor, agency, number of stations carrying each, 
appears in the Radio Comparagraph on page 79. 



Lowell Thomas $7,250 

Edward R. Murrow 6,250 

Morgan Beatty 3,000 

I Allan Jackson 2,250 

Harry Flannery 1,500 

John Vandercook 1,000 
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7 agencies on 
one program 



More animation if 
SAC fees jump 



Client's hands-off 
commercial policy 



Television's 
national 



Ryan tackles 
QRC problems 



Show which easily qualifies as involving most intricate agency team- 
work is "Time for Betty Crocker," 5-minute ABC Radio program which 
riuis 9 times weekly scattered over the board. Agencies now supplying 
commercial copy to show for multiple products are: D-F^S • BBDO j 
Knox-Reeves, Minneapolis,- Esty ; Tatham-Laird , Chicago. Soon 2 other 
agencies will join group, N. W. Ayer and Zimmer, Keller & Calvert., 
Detroit. D-S-F products show with client indicating when commercials 
from each agency are to be used. 

-SR- 

If Screen Actors Guild succeeds in negotiating b ig increases of mini- 
mums in forthcoming negotiations with tv producers, look for con- 
tinuing trend toward use of more animation for film commercials* 
Animation, including less-expensive, semi-abstract forms, got impetus 
when producers signed initially with SAG to give talent re-run. pay# 

-SR- 

Knomark Manufacturing (Esquire boot polish) has unique point of view 
on commercials. It does not see commercials in advance as matter of 
policy. Company executives want to be free to try to see pitcn 
as customers. Attitude is that sales are only measuring stick;, Firci 
sponsors Masquerade Party , alternate weeks on ABC TV (via Emll 
Mogul). "It's an agencyman's dream," Charles "Chuck" Rothschild, 
a/e and executive v. p. at Mogul, told SPONSOR, "but it places a 
bigger responsibility on the agency. " 

-SR- 

Complaint filed with FCC by Wilmington Television Corp. (North Caro- 
lina) points up degree to which tv has developed as medium affected 
by national considerations. Wilmington company could not get CBS 
tv affiliation, problem other small markets face, as outgrowth of 
fact clients prefer coverage from major market centers. But Wil- 
mington firm takes position that WBT Charlotte, N. C., had "secret 
understanding" with CBS. President and executive v. p. of Jefferson 
Standard Broadcasting Co. voiced strongly worded denial in sworn 
affidavits sent to FCC. 

-SR- 

First job to be tackled by William Ryan, new executive vice president- 
managing director, Quality Radio Group: Should new stations be added 
to existing lineup? Problem is important as buyers of QRG shows 
must buy all QRG stations. Ryan also deep in discussions about new 
programs, budget and staff. Temporary offices will be set up shortly 
in New York; programing will start December. Ryan was chosen by 
six-man committee from among 20-odd names is former president of BAB 
(to be RAB 1 January). 



New ttationttl spot radio ami tv httsiness 
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Chjp Stick Co. Lynch- 

buri;. Vj 
Ccn'ral Foods Corp. 

White Plains. NY 
General Motors Corp. 

Detroit. Mich 

Roto Broil Corp of 

America. NY 
Standard Brandt, NY 

T.ivlor- Rccd Corp. 
CIcnwood. Conn 



PRODUCT 



AGENCY 



Chap Stick Chan-Ans Lawrence C Cumbin- 
ncr, NY 

Instant M.ixwell Mouse Benton 0 Bowles, NY 



■50 Millionth Car" 

Roto BrOil -too 

Instant Chase and 
Sanborn Coffee 

E Z Pop 



Kudner, NY 

Product Services. NY 

Compton. NY 

Cunningham 0 Walsh. 
NY 



STATIONS-MARKET 

19 radio stns 
10 mkts 
35 cities 
6 major mkts 
100 cities 
IS mkts 



CAMPAIGN, start, duration 



Radio: 5 anncts a wk ; mid-Nov; 13 wks 

Tv. 50-100 stnbrks, 20-scc anncts a wkS 

early Dec; 2 wks 
Radio: 3 min anncts per 4tn; 21 N3v< 

3 da 

Tv stnbrks, 10-sec IDs for S90.000 

budget: 18 Nov; A-S wks 
R3dio-tv: min anncts on radio. ID's on: 

tv; 1 Jan; 52 wks 
Tv: mm partic; Nov: 13 wks 
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or your profit 




Sk wonderful 

A rich market with 967,300 families who have 
an annual effective buying income of over five 
biUion dollars. A super-powered station — the 
one station that reaches this vast territory, 
and exerts tremendous influence on the spend- 
ing habits of this buying audience. 

STEINMAN STATION 

Clair McCollough, Pres. 
Represent afives: 

MEEKER TV, INC. 



combination ! 



CHANNEL 8-LAND 



York 


Harrisburg 


Reading 


Hanover 


Lebanon 


Carlisle 


Gettysburg 


Westminster 


Martinsburg 


Chambersburg 


Hagerstown 


Pottsville 


Frederick 


Sun bury 


Lewisburg 


Waynesboro 


Lewistown 


Shamokin 


Hazleton 


Lock Haven 


Bloomsburg 



f, 
»> 

New York- Los Angeles Chicago San Francisco 
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ARTICLES 



DEPARTMENTS 



What tan bo dtnit' about the ratings muddle? 

To stimulate discussion about this increasingly vexing problem, SPONSOR has 
rounded up possible solutions offered by industry executives, offers an evalua- 
tion of each suggestion given 



llow fiiuibels uses ttir utetlta for fiif/fi-priccff i<€>iii.s' 

Reupholstery department was guinea pig for store's air experiment. It doubled 
business, opened three new factories in just 21 months. 



I portrait of fire tintebnyers on the job 

There is no such thing as a "typical" timebuyer doing "typical" time buying 
worl. Each buyer faces a wide range of problems, has many responsibilities 
of which buying is only oie 



TIMEBUYERS 
AGENCY AD LIffS 
49TH & MADISON 
NEW & RENEW 
MR. SPONSOR, Don Cady 
SPONSOR BACKSTAGE 
NEW TV STATIONS 
TOP 20 TV FILM SHOWS 

P. S 

TV RESULTS 

AGENCY PROFILE, J, D. Btophy 
ROUND-UP 
SPONSOR ASKS 
RADIO COMPARAGRAPH 
NEWSMAKERS 
SPONSOR SPEAKS 



Hiehtii'liI co-op plan: 90% budget fur radio-iv 

Distributors picic media, programing but commercials are standardized in 50 
radio, eight tv markets. Richfield pays 50% of co-op costs 



\etwork tv participation shows: a buyer's guide 

You can still get your message on one of the half-doian network tv participa- 
tion shows in time for last-minute Christmas selling — flexibility is one of the 
chief pluses participations offer. Here is a factual rundown 



Shoultl film roughs replace storyboards? 

Agency DCSS says "yes" if commercial depends on demonstration and acting, 
proves point by making living storyboard for $207 



.S. S. Pierce reaches epicure ntitrket with radio 

Nationally-known importer and wholesaler of foods for the epicjre trade uses 
radio news show over WEEi, Boston, to reach gourmets, test products for 
national distribution 



Tc IHctiouary Uitndbook for Sponsors: Part IX 

This leiicon can be used not only to look up unfamiliar industry terms but 
scanning it will yield a good basic knowledge of tv's many facets 



Co/or section of Tv iHctionary 

Special section of SPONSOR $ Tv Diet ionary Handbook is devoted to color, 
gives basic knowledge of color terms, production terminology 



Tr ilirfioiiort; inspires cartoons 

Tv cameraman Buddy Orrell, in reading through SPONSOR s Tv Dictionary, 
was motivated to draw a series of cartoons depicting the lighter side of life 
at a tv station. Here's /i sampling 
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DON'T USE KTHS if you sell a 




OKLA. 




Daytime, the Station KTHS primary (0.5MV/M) area 
has a gogulatlon of 1,002.758. More than IS^o, or over 
100,000, do not receive grimary daytime service from any 
other radio station. 

KTHS interference-free daytime coverage extends to the 
U.1MV/M contour, excegt in the southwest quadrant — 
has a pogulation of 3.372.433. 



DO USE KTHS /F YOU SELL 



If you want tlie white-tie-and-tails set" alone, in your Xa- 
tional Spot Campaign, — don't use KTHS in Arkansas! 

KTHS is 50,000 watts— CBS— hroarleasts from Little Rock, 
the State Capital, in the center of Arkansas. 

Automatically, KTHS could deliver a big and important audi- 
ence throughout practically all the State. And KTHS does de- 
liver because our News, Farm, Music and other departments 
supplement network fare with tremendously effective State- 
wide programming. 

So we repeat. Don't use KTHS if you want to reach only a 
small market. Do use KTHS if you want a big Arkansas 
audience — big Arkansas results. Ask your Branham man for 
all the facts. 



I 5 S I PPI 



50,000 Watts 



CBS Radio 



Represented by The Branham Co. 

Under Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 



KTHS 

BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 




For Expert 
Opinion 

ASK A NEIGHBOR 

Caliloniia ollices of Naiioiv 
al Achcriising Agencies 
know Western radio firsi- 
hand because diey live it. 
rhey buy KBIG! 

Here are sonic of ibc oiii- 
standing agencies who use 
■ The Caialina Station" in 
1954 lo cover All Soiiihern 
CaHfornia. 

Katlin, Harion, Diirsiiiic X: Osborne * 
Barm-s Chase Co. -k Blit/ A<l\crlisinK * 
Hri^ailur. Wheeler !t- Stall Urookc, 
Smith, hrenih Xr Doriancc ■* ISuchanan 
\- Co. * I '-o Uiirnelt Co. ■* tialkins it 
lloUleii Co. Campbell- F.w aid Co. 
(.apli-s Co. * Cole it Wclxr * DVXrcy 
(o. * l)o\lc Dane Bcrnbaih * Ro> S. 
I)lIr^til1e Ini. it Frwin. \\ asev ii- Co. ir 
Koote, Cohe !t HeUIinK -k Glenn .Adver- 
using ie f.rant .\d\ertising Hiiks S. 
(.reisl it ilarringlon- Richards -k Hixsoii 
V Jorgensen * IIoniRCooptr * long 
Vthertisinc * David J. .Mahone\ Inc. * 
Mf( ann I rit l-son Inr. * Waller MiCreery 
IiK * Xrihur Movcrholf Co. Kavnionil 
R Morsan Co, * I'acilit National * 
I- mil Rcinliardi Inc. * Rlioailo Is- Davis 
* Rutliranll \ Rvan * J. Walti-r I honip- 
son ( o. * West Mari|uis * \oiinK it 
Kubiun) 








JOHN POOLE BROADCASTING CO. 
6540 Sunset Blvd., Hollywood 28, California 
Telephone: HOllywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 




.Ifj'fiiii/ IK .Sprogiif, Cunningham & ITalsh, 
A CIA' York; ieels thai factors beyond ratinf- alone 
must be considered in placing iv announcements. 
"If'e'ie begun to recognize various intangibles that 
enhance the value of a time slot," he told si'ONSOR. 
"/TV consider factors like station merchandising, 
arceptanrc of the local iirograming adjacent to 
the time j.eriod and audience composition as uell 
as i!s size end cost per ] WO." As Jeremy puts it, 
Audience A may be twice the size of Audience B, 
but it may hate only hall the potential customers. 



.\or»»i«»i f*. Tilliiiaii, Goldman & JTalter, 
Albany, feels that the demands of a small agency 
girc a buyer more scope. "Tm an a e, and in line 
with this I also buy time and space,^' he told 
■SPONSOR. "Although I'm also in charge of research, 
I don't buy time simply according to ratings. I 
analyze ihc market as well as the sponsor's products^ 
then make my recommendation. Often Fie 
suggested radio in so-called ti markets and often 
the client agrees after he hears the reasons. In 
many ways, it's an advantage lo buy for a small 
<i,!:ency, because you get to know product problems.*' 



Kdw'in Folder, Roy Garn Co., Aew York, 
prefers placing film commercials lo buying partici^ 
palions or lime for live announcements. "It's far 
simpler and more flexible when you're working 
with film commercials," he told sponsor. "You can 
evaluate the time period you're buying strictly on 
basis of the audience it delivers and the contents 
oi the adjacent programing. If yau're buying lite 
announcements, you become involved in evaluating 
the personality of local .station talent as well: 
that's difficult lo da from outside the market.!' 



/If Svs.sUms. Itiow Co., Sew York, has been 
in(rcasing the radio schedules in .\ew England for 
Knickerbocker Hecr. "Radio is the backbone of our 
advertising in the Sew England states." he laid 
>i'0\^on. "And it's been doing ntch a good job lor 
us. that ue'ie increased the schedule during the 
past two years. If c're on the air morning, day and 
night, in radio-only as well us tv markets with regular 
annoufK emcnt schedules, liy spreading these an- 
nouncements through the enure day. we reach every 
si'smcnt ol the audience, m and out ol the home." 



SPONSOR 



GORMELS 
GARDEN STORE 





Shotgun 
Technique 




produces 
fertile 
lawn food 
sales 





People from near and far said, "I heard it on WHAM radio," as they 
bought carloads of lawn food from Gormel's Garden Store. Buyers 
came in response to a "trial" 4-week spot campaign on WHAM. Shot- 
gun technique radio spot announcements cleared out a warehouse 
full of lawn food. In one month WHAM radio moved over 300 tons of 
lawn food — enough to feed 6,000,000 square feet. 

Gormel's intimate message on WHAM radio impressed many new 
and young homeowners "that high quality need not be high priced." 
Mr. Gormel sensed a new feeling of confidence in contacts from old, as 
well as new customers. As he expressed it, "I can only account for this 
attitude change by citing WHAM's direct personal appeal." 

So successful was this "trial campaign," the client maintained the 
announcements for several months, and since has purchased program 
time and additional spots. 



Success like this is the rule rather than 
the exception for WHAM personalities. 
Why not put this sales push behind 
your product or service? 



tilt 



KA»IO Sllhh mil 




J 



The STROMBERG-CARLSON Station, Rochester, N. Y. Basic NBC • 50,00a wa^ • clear channel • 1180 kc 

GEORGE P. HOLLINGBERY CO National Jtepretfintative 
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In more and more client-agency huddles, decision- makers are 





Super Anahist and its agency, Ted Bates & Company 

are sold on Spot as a basic advertising medium! 



If jour product has peak selling periods, like Super 
Anahist, Spot broadcasting should be your niediuni, too. 
Super Anahist s entire advertising budget goes into Spot 
. . . both radio and tele\ ision . . . and, after only two years 
on the market, it is wow the nation's fastest growing 
cold remedy. 

Your advertising agency can show you how Spot 
broadcasting, used as a major advertising medium sea- 
sonally or throughout the year, can fill your particular 
selling needs. 

With Spot, you can support your salesmen sectionally 
a^ well as seasonall) ... market by market, according to 



your estimates of sales potential. And only Spot broadJ 
casting allows you to adjust your long-range promotion! 
plans to last minute selling conditions, quickly andj 
economically. 

In 11 major markets ... rich markets that account fori 
almost half the nation's retail sales... NBC Spot Salcl 
represents top radio and television stations. Why not find 
out how Spot in these markets can work for you as it doe>l 
for Super Anahist and thousands df othier success-fUll 
advertisers. 

More top-level executives are sold on Spot bec'ause 
more products are sold on Spot . , , 




, and some Spots are better than others 



Sl>OT SAl^ES 

30 Hockeleller Plaza, Sew York 20, .Y. }'. 

Chicapo Detroit Clex eland Washington San Francisco 

Los Angeles Charlotte* Atlanta* Dallas" • Bupmr i..,urancr |.<iurio/r> 



I 



'SJflil BY .V\TiaN*t. IIHOKDCASTINT. CUM-PANY. I>c| 

L 



reprrxentinp RADIO ST4Tin\S: 



V,KC.\ Nri, York 

WMAV (.hicopo 

K.MU; .Sfjn Frnnciicp 

KSI) Si. Louii 



w RC a ufhinfion. I), r, 

■WTAM ClrirlnnH 

Xi.WE Lounullr 

K(il' Honolulu. //iMtrlll 



representing T/-:i.EHSlO.\ STATIO\S: 



■wnCA-TV 

KRCA 
KSD-TV 
\« RC-TV 



.Nric York 
(hicopo 
Los In pries 
>f. Lotus 
SI iishinplon. 



D. C. 



■W.MJK 

KITV 

WAVE-TV 

WRGB 

KO.>A.T¥ 



CIrirlond 
forllond. Ore, 
Louisiillr 

."^rhrnrcladi-AllioniiTrofl 
Honolulu. Hnunii 
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More reasons 
ivhy WFBM'TV is 
'Tirst in Indiana^^ 



WFBM-TV 



COVERAGE: 

porrLATiox, VX)4. 

FAMILIES. 10:>4 



STATION B 

. . .2,22GJ00 
.... G9:),S4() 



Xote : The population and luiiuber 
of families in WFBM-TV's 0.1 mv 
(figures listed above) are greater 
than the combined state totals 
in Xew llanipshn-e, Idaho, Vermont 
and S^outh Dakota. 

•Circles iiiflit-ate contours registi'red with the PCC. 




WFBM-T\ 

INDIANAPOLIS 



K'i>]iri>si'iitO(l XntioiKillv liv Tlu> Katz Agency 
Afliliatcd with WEOA, Evansvillc; W'FDF. Fliati 
WOOn A.M & TV, Gran J Rapids 
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by Bob Foreman 

In glancing over niy lat^t few efforts on tliese pages, I 
jiotice that the pohit of view taken has heen consistently 
jaundiced and the tenor of my remarks on the acrid side. 
Therefore, it is only good programing that a wisp of sweet- 
iiess appear about now, especially since my ill humor has 
been directed, these past few issues, against television as an 
advertising medium, a purveyor of information and an art 
form. This is an impression I don't wish to create, since T 
actually believe tv to be our most vital and important means 
of communication. Therefore, a few sentences here and now 
on Television . . . the color version. 

It is my pleasure to sit ofttinies in meetings where the dis- 
cussion deals with the apportioning of advertising budgets. 
The decisions made therein determine how many of the ad- 
vertiser's dollars each medium gets. It is far from a rare 
occurrence in these sessions to see money diverted from tele- 
vision solely on the basis that the product to be advertised 
needs color in its portrayal — which usually means that its 
dollars are directed into magazuies. In a few instances, 
color may mean newspapers — however, seldom are more 
than a few words of praise said for either the beauty or he- 
lievability of the four-color work done on news stock. So, 
in general, color does mean the magazine or newspaper 
supplement — monthly or bi-weekly or weekly — in letter pres= 
or roto. f 

It always strikes me thaLthis is highly dangerous ground 
upon which to tilt witlj^^Jelevision since so many striking 
sales results have been *a(Meved in black and white tv for 
products such as lip^fick and food and jewelry, to name a 
few of the long list- 6^ products whidh certainly make use of 
color importantly in their lales appeals. Often (not alwaV'^ 
I'll admit) the individuals doing the Big Switch are among 
the most timorous — that is. the farthest along the road to 
buying that shack-and-bass-Iake in Florida. Which is an- 
other reason for looking for flaws in the reasoning. 

Personally. I'd hate to stake my ])elief-in-print on its abil- 
ity to provide an advertiser with the four-color-process of re- 
production. I say this having the distinct advantage of course 
of owning a color tv receiver in my home plus having spent 
considerable time working in color on television copy and 
programing, both live and on film. 

The effect of color on tv selling is nothing short of elec- 
iPlease turn to page 52) 



No Trick When 
You Know How 




It's na tricK capturing the largesi 
share of audience when 
yau're selling an KSDO . . . 
San Diego's music and sports station. 

According to HOOPER, KSDO is 
first in listeners in this rich, 
billian dollar market. 

May we show you how to turn the 
trick for your clients on KSDO? 




KSDO 

1130 KC SOOO WATTS 
(tcBresentdtives 



John E. Pearson Co — New York 
Chicago — Dallas — Minneapolis 
Daren McCavren — San Francisco 
Walt Lake— Los Angeles 
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si'ONSOK invites letters to the editor. 
Address 40 K. 49 St., \ew York 17. 

ALL-MEDIA BOOK 

^ our All-Media K\aluatioii Sludv 
hoolv just hit un dcsl: and I'm having 
a hard time eouceutrating on ainthinfi 
else. I'd like to !-a\ that l iu greatK 
im|)ressed 1»\ the toiiijjrelieiibive at- 
tar lv \ ou have made on this |>rol»lem 
and on the forthrijjhtness of \our 
jjreseiitation. UareK ha\e 1 seen any- 
thing; which jjulls its |juii(he.s less — 
and that s ver\ much to \our credil. 

Before I had time t(j get \ery far 
into the book one of the research men 
from Gallup & Uobiiison forciliK hor- 
rowed mv cojn . l ie has since ordered 
two roijies anrl says it answers a loi 
of (juestions he's heen asking for a 
long time. 

Bk.nja-MI.n Shimbekc 

Asst. to the President for Evaluation 
& Research in Educational Tv 

Educational Testing Service 

Princeton 



• SI'O.NSORV AII.Mrdia Ktalualion Sluil> book., 
ju.sl ofr the prt*!.'.. i- a\-ailal>lf al $ i a cup>. 
^'ou may orilpr b> xrilinR to ■!() Ea*l -19 St., 
Nrw York 17. 



SALES RECORDS 

You 11 be interested in knowing that 
two W'estinghouse Broadcasting Co. 
sales managers were in Bermuda sun- 
ning theinseUes in late Xovendjer as 
the result of outstanding sales records 
during June. July and August. 

Robert II. Teter. of K\ \\\ I'hiladel- 
phia. and C. Herbert Masse, of W'BZ- 
1 y. Boston, won two-week vacations 

mf] 

L.. J i jiiM 

Campbell (r.) gives trophy to Masse, Swartley 

at the I.lbow Beach Surf Club in 
W lUVs sunuiier -ale.- contest, Ojiera- 
tion 0-0. 



KVW sales for the three-month pe- 
riod were uj) ~9' / over the pre\ ious 
Near. W BZ- lA' showed a 2.5 in- 
crease. Although Teter and KYW sta- 
tion manager Franklin A. Tnoke re- 
ceived their "Toj) Dog" trojjhy for ra- 
dio sales more than a month ago. 
Ma.-se and W BZ- lA station manager 
William C. Swartlej, didn't formalK 
get their televii-ion -ale* award until 
la.-t week. 

ICldon Canijjbell. national sales man- 
ager for \\'e-tinghou*e Broadcasting. 
|)re>ented the trojih) to Swartley and 
Masse in a ceremony at the station. 
Baljjh Harmon. W'BC \ice i)resident 
for engineering, and l)a\id Partridge, 
national advertising and sales jjromo- 
tion manager for WBC. also were pres^ 
eiit. 

Both Masse and Teter were well 
equipped for the trijj. Ma*se accepted 
hi- award wearing Bermuda shorts 
and a pith helmet, and the KYW stafT 
presented Teter with a i)air of black 
velvet Bermuda shorts made by Ellen. 
Johansen. promotion department sec- 
retary . 

William E. McElwai.v 
Account Executive 
Ketchu/n, .MacLeod & Grove 
Pittsburgh 



MOOD MAY LOWER AD VALUE 

May I add a few comments to your 
recent forum feature about how a 
program mood can affect the audi- 
ence's receptivity to selling (15 No- 
vember, page C4) . 

Would you try 
to sell cigarettes 
via a show which 
tried to prove 
that lung cancer 

4~|^L^^^^B was due to smok- 
k^^^^^^l ing? Or automo- 
I^^^H biles on a show 
\ J^^^H featuring a high- 
* way accident? 

These illustrations. I hope, will help" 
get across, my answer. 

There is always the danger that a 
neutral or negati\e mood may be de- 
\eloped by a program which niiglit 
lower the |ilus-\alue of an adverti.-er's 
message. .Moods such as despair, hope- 
lessness, frustration, fear and anxiety 
predisjjose a person to withdraw in- 
side himself and lead to little positive 
action. 

Probably \ery few current tv shows 
are seriously at fault in this respect. 
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The Houston story you know by 
now: how it doubles every 10 years, 
how it's got a million people, how it's 
far and away the biggest city in the 
booming South. 

What maybe you don't know Is this; 

That million has money . . . business 
is fine , . . the town's still reaching and 
stretching and sprawling out onto the 
prairies, buying, buying, buying. 

The picture's plain; the facts are 
famous. 

And full in the foreground of the 
picture is a rootin', tootin', shootin' cat, 
the mascot of Channel 13, KTRK-TV. 
He's a sure shot. 

Why so sure? — obvious: 

The ONLY prime time in Houston's 
on ABC's newest outlet, KTRK-TV, 
Channel 13, The Chronicle station. 
Availabilities are yours fast from 
BLAIR-TV or KTRK-TV. 





THE CHRONICLE STATION, P. 0. BOX 12, HOUSTON 1, TEXAS 

HOUSTON CONSOLIDATED TELEVISION CO. General Mgr., Willard E. Walbrldge 

Commercial Mgr., Bill Bennett 




The one thing we're not sure 
of is how long the availabili- 
ties will last. Seems every 
time a KTRK-TV salesman 
makes a call, the prospect 
turns into an advertiser with 
the word "SURE!" We love 
the word, but we thought 
you ought to know. 



CHANNEL 13, BASIC ABC 

NATIONAL REPRESENTATIVES: 

BLAIR— TV, 150 E. 43rd St., New York 17, N. Y. 
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However, this is not enough. The ad- 
vertiser must create a positive or fa- 
vorable attitude or mood — cither con- 
scious or subconscious. 

Moods or attitudes provide the "cli- 
mate" of behavior. They predispose 
people to act positively and favorably, 
or negatively and unfavorably. They 
are among the most important deter- 
miners in the complex motivation of 
man. 

The advertiser is, of course, inter- 
ested ifi this theoretical discussion only 
insofar as it points out to him the po- 
tential dangers. He is interested in 
the particular mood created by his tv 
show. Is it negative, positive, or neu- 
tral in relation to the objectives of his 
show? How does it "reward" its 
viewers? 

Motivation research has recently 
been widely and vigorously publicized, 
advertised and merchandised by many 
researchers, some legitimate, some 
marginal and some eager to make a 
fast dollar. 

Fortunately, there are many compe- 
tent and legitimate social scientists 
who are working in this field, who are 
producing interesting and useful but 
preliminary results. They are adapt- 
ing existing and developing new clini- 
cal techniques specially suited to these 
problems. One of the most promising 
is Bollard's "Reward Scale," which 
has been used successfully for 10 
years on printed materials. 

The "Reward Scale" is a means of 
measuring the "rewards" or satisfac- 
tions that a person gets out of a given 
activity or entertainment. H a person 
gets no reward or a negative reward, 
his tendency is to stay away from the 
object or entertainment that gave rise 
to such a reaction. 

During the past two years, Dollard 
has been adapting the "Reward 
Scale" for use in connection with tv 
shows to reveal whether the mood 
created by a show is negative or posi- 
tive. It is now being tested for use in 
this, field commercially. Only by 
means of some sound measuring de- 
vice such as this can we be sure 
whether the mood of a program is 
favorable or unfavorable to the selling 
of a product or idea. 

Albert D. Freiberg 

V.P. Charge Market Research 

Psychological Corp. 

New York 



NEGRO RADIO 

I would like U> coniinend you on 
your fine eflort.s in this \ ear's Negro 
Radio issue [20 September 19.54. page 
47]. 

Those of us in the Negro Radio in- 
dustr) owe a great deal to sl'<)^sOR for 
the part it has played in making our 
story better known among national and 
regional advertisers. As vou know, it 
has taken quite a long time to get our 
story across. It appears now that we 
are approaching the time when we can 
say we have "arrived. ' 

We would like to use some excerpts 
from the 1954 Negro Radio section in , 
a direct mail promotion. What we 
have in mind is to use four or five of 
the success stories that were used in 
this year's issue. We are currently in 
the process of constructing an all- 
Negro programed station in Tampa. 
Fla., and the idea in using the success 
stories is to say: "If it can be done in 
Nash\ ille. Birmingham. Atlanta. Mo- 
bile, etc.. why not in Tampa too?" Of 
course, if } ou give us permission to use 
these excerpts, we will give you proper 
credit on the mailing. 

Please place an order for 50 re- 
prints of the Negro section for us. We 
have found they are excellent sales 
aids. 

Norman Stewart 
Commercial Manager 
WSOK, Nashville 

• Reprints of the 1954 Negro Radio seetion arc 
available at 40c each ; 10 or more copies, 35c 
each; 50 or more, 30c; 100 or more, 25c; 300 
or more, 20c. Permission to reprint material i 
from SPONSOR is granted provided a request is 
made in writing anil creilit is given. j 

TV DICTIONARY/HANDBOOK 

Please send me the book form of 
sponsor's Tv Dictionary, Handbook a^ 
soon as published and bill me. ! 

Enjoy reading SPONSOR and deem it ^ 
an invaluable part of my work each 
day. I 
Paul E. Perr\ ' 
Director of Radio and Tv 
American Stores Co. 
Philadelphia 

• SPONSOR'S 193l-'53 Tv Uictionary/nand. 
book will be available early in 1955. Single 
copies are S2 ; quantity prices on request. 



SPOT RADIO 

This pertains to "Spot radio's time 
of decision" in your November 1 is- 
sue [page 29]. 

The article is generally well written. 
{TIease turn to page 116) 



/TIP SC OTCH 
CLBANERQ' 
BIRTHDAVf 

« 




"Four vear> iis^i" « riles Soolch 
Cleaners prf.-ifk-nt Arehie Swan,, 
"we started a dry cleaning and 
lanndry business wilh one outlet. 
Today we ha\e six stalibils and 
rank as Topcka's largest cash- 
and-carry dry eleaners. Customer 
turnover ill this business is ex- 
ceptionally fast, and advertising 
results are quiekly traced. Sta- 
tion WREN deser\es a big hand 
on onr fourth birthday — because 
lliere is no doubt in our mind 
that our strtjng and consistent 
schethile on WREX has been our 
most effeetive advertising." 
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TiiK Hon. Hkhm vn E. Talmadce 
Governor of the State of Georgia 



TllK Hon. \^'i1.1.1AM 15. HAltlbFlELD 

Mayor of the City of Atlanta 



GEORGIANS GET FIRSI-HAND FACTS 
ON CIT! AND STATE VIA WAGA-TV 

Governor Taliiiadgc and JMayor Ilartsficld are l)oth regular guests on WAGA-TV 
programs, "Capitol Report" and "Tlii> is Your Town." 

These are more than puhlie scrviee programs — they are pithlic informalion 
programs wliich give first-hand facts on i>snes concerning the state and eity. The 
response is so great, no Pulse or Hooper or ARB is needed to convince either of 
thc?e puhlie ofllcials of the vast audiences they reach. 

And none will he needed to convince you tliat W'AGA-TV hlankets the area. 
The ^tea(ly dind) of your s^alc> curve will tell the story emphatically. 

Lot our reps give you the facts on W'AGA-TV — the station Georgians look to 
for facts ahont city and state. 




New and renew 
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!• New on Television Networks 
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AGENCY 


STATIONS 


Allis-Chalmers Mfg, Milw 




Bert Cittins, Milw 


NBC 


TV 




Chrysler Corp, Detr 




McCann-Erickson, Detr 


ABC 


TV 


50 


Eastman Kodak Co, Rochester, 


NY 


JWT, NY 


NBC 


TV 




Gillette Safety Razor, Boston 




Maxon, Detr 


CBS 


TV 


111 


Johns-Mansville Corp, NY 




JWT, NY 


NBC 


TV 


22 


Longines-Wittnauer Watch Co, 


NY 


Victor A. Bennett, NY 


CBS 


TV 


146 


Pharmaceuticals, Inc (Ceritol, 


RDX), 


Harry B. Cohen, NY 


CBS 


TV 


111 


NY 












Simoniz Co, Chi 




SSCB, NY 


CBS 


TV 


77 


Swift & Co, Chi 




JWT, Chi 


NBC 


TV 




Telechron Dept, Gen Elec, Ashland, 


N. W. Ayer, NY 


NBC 


TV 




Mass 












Tootsie Rolls, Hoboken, NJ 




Moselle & Eisen, NY 


NBC 


TV 


60 


Zenith Radio Corp, Chi 




Y&R, Chi 


CBS 


TV 


71 



2. Renewed on Television Networks 



PROGRAM, time, start, duration 



Livestock Exposition; T 3-4 pm; 30 Nov only 
Thanksgiving Day Parade; Th 10:15-11 am; 25 
Nov only 

Norby; W 7-7:30 pm; 5 Jan; 52 wks 
Orange Bowl Came; Sat 1:45 pm to conci; 1 Jan 
only 

Meet the Press; alt Sun 6-6:30 pm; 9 Jan; 52 wks 
Thanksgiving Day Festival of Music, Song & 

Dance; Th 5-6 pm; 25 Nov only 
Meet Millie; alt T 9-9:30 pm; 7 Dec; 7 alt wks 

Bob Crosby Show; W 3:30-45 pm; 1 Dec; 52 wks 
Horace Heidt Show; Sat 7:30-9 pm; 8 Jan; 52 wks 
Times Square Celebration; F 11:55-12:10 am; 31 
Dec only 

Paul Winchell-Jerry Mahoney Show; Sat 10:30-11 

am; 20 Nov; 52 wks 
Omnibus; Sun 5-6:30 pm; 24 Oct; 52 wks 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 




Aluminum Co of Amer, Pitt 


F&S&R, Cleve 


CBS 


TV 


65 


See It Now; T 10:30-11 pm; 30 Nov; 52 


wks 


Amer Oil Co, Bait 


Joseph Katz, NY 


CBS 


TV 


54 


Person to Person; alt F 10:30-11 pm; 
stns; 3 Dec; 52 wks 


eastern 


Amer Safety Razor, NY 


D-F-S, NY 


ABC 


TV 


36 


Walter Winchell; Sun 9-9:15 pm; 2 Jan; 


52 wks 


Borden Co, NY 


Y&R, NY 


NBC 


TV 


59 


Justice; Th 8:30-9 pm; 6 Jan; 52 wks 




Hamm Brewing Co, St Paul 


Campbell-Mithun, Mpis 


CBS 


TV 


38 


Person to Person; alt F 10:30-11 pm; 
stns; 3 Dec; 52 wks 


midwest 


R. J. Reynolds (Camels), Winston- 
Salem, NC 


W. Esty, NY 


NBC 


TV 


81 


Camel News Caravan; M-F 7;45-8 pm; 3 
wks 


Jan; 52 


Pan Amer World Airways, NY 


JWT, NY 


NBC 


TV 


22 


Meet the Press; alt Sun 6-6:30 pm; 2 Jan 


52 wks 




Alfred 
Seaman (3) 





H. Jeff 
Forbes (3) 



3. Advertising Agency Personnel Changes 



NAME 



Ruth L. Ackerman 
Robert E. Allen 
Sam Ballard 
John P. Beresford 
Charles Bigelow 
Stephen Birmingham 
Allen Brinker 
Everett Castle, Jr 
Roxane Cotsakis 
Vic Decker 

Maizie V. Elenz 
Robert Elliot 
James L. Flood 
H. Jeff Forbes 
J. Frank Cilday 
Herbert Cruber 
C. Robert Cruver 



John David 
Irving Hill 



Held 



Jane Hite 
Elmer laspan 
Terence Kennedy 
William Knudsen 



FORMER AFFILIATION 



Eleanor Lambert, NY, fash bur stf 
F&S&R, NY, office mgr 

Ceyer Adv, NY, vp & chmn of acct policy comm 
C&P, NY, vp 

Facts Consolidated, LA, res assoc 

Cimbel Bros, NY, adv mgr 

Nathan Fein Adv, NY 

BBDO, Cleve, creat dept 

Compton Adv, NY 

Decker Adv, Canton, Ohio, o & dir 

Benton & Bowles, NY 

CBS TV, NY, prom copy chf 

C&P, NY vp & dir of mdsg 

Free lance tv & movie prodr, Cleve 

C&P, NY, vp & dir of r-tv 

C&P, NY, chf timebuyer 

Adam Scheldt Brewing Co, Norristown, Pa, chg of mdsg, 
sis prom 

Ketchem, MacLeod & Grove, NY, r-tv prodr 
Foster & Kleiser, Seattle 

Calkins & Holden, LA 

Al Paul Lcfton, Phila 

ECOS de Nueva York, NY, adv dir 

Smith, Hagel & Snyder, NY, vp 



NEW AFFILIATION 



R. S. Taplinger & Assoc, NY, exec 
Same, Cleve, pres 
Same, exec vp & gen mgr 
McCann-Erickson, NY, acct exec 
McCann-Erickson, LA, dir of res 
DCSS, NY, copy dept 

Wexton Co, NY, acct exec & asst mdsg dir 
McCann-Erickson, Cleve, creat dept 
DCSS, NY, copy dept 

Norman Malone Assoc, Akron, Ohio, ccct exec & r- 
tv dir 

Erwin, Wasey, NY, sen copywritei 

R&R, NY, creat stf 

Grant Adv, NY. vp & dir of mdsg 

Cabell Eanes, Richmond, exec dir of tv & movie 

McCann-Erickson, NY, bus mgr of r-tv dept 

E. Kletter, NY, bus mgr of r-tv dept 

Gray & Rogers, Phila, pub rel stf 

Calkins & Holden, NY, r-tv prodr dir 
Miller, Mackay, Hoeck & Hartung, Seattle, asst inedia 
dir 

G. Wade, LA, copywriter 
Adrian Bauer Adv, Phila, r-tv dir 
Allan Assoc, NY, acct exec 
Same, exec vp 



In next issue: Netc and Renewed on Radio Nettcorks, National Broadcast Sales 
Executives^ New Agency Appointments, Netc Firms, New Offices, Changes of Address 




Keith 

Mathers (3) 




Russ 

Raycroft (3) 




Harlow 
Harris (4) 
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3. Advertising Agency Personnel Changes (cont'd) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



lames M. Loughran 
Frank McCord 
Thomas Maloncy 
William Mann 
Keith Mathers 
Theodore Morris 
Edward B. Noakes 
Robert W. O'Brian 
Frank Orth 
Addic Petrovich 
Charles Powers 
Russ Raycroft 
Alfred Seaman 
Laurie Schutt 
Tom Scott 
Susan A. Simone 
Donald Tomkins 
Robert Wechsler 
R. S. Williamson 
Frjnk Yahner 



T.isti-Dict Fds. Stockton, Cal, nat'l adv & mdsg dir 
C&P, NY, vp & dir of res 
C&P, NY, p 
BBDO, NY 

WKY-TV, Oklahom.i City, asst prog mgr 
Meldrum & Fcwsmith, Cleve, exec vp 
C&P, NY, sen vp & chm of exec comm 
United Artists Tv, Chi, midwest sis mgr 
CBS Radio Spot Sa!»s. NY 
Family Life, NY, prom dir 
D-F-S, NY, exec prodr 

D-F-S, NY, r-tv supvr of Falstaff Brewing acct 
Compton Adv. NY, vp & creative dir 
KTHI, Houston, prom & copy dir 
Grant Adv, Chi 

Caloric Stove Corp, Phila, adv mgr 
Grant Adv, Chi, r-tv dir 

Nat'l Assoc for Montal Health, NY, pub info dir 
B. C. Moore, N & S C, dir of adv & pub rel 
Y&R, NY, sen acct exec 



Erwin, Wascy, LA, sis prom sff 

Grant Adv, NY, vp & dir of res 

Grant Adv, NY, sxcc vp 

Doremus & Co, NY, r-tv dir 

Lowe Runkle Co, Oklahoma City, r-fv dir 

Same, p 

McCann-Erickson, NY, vp 0 group hd 
Harrington, Righter & Parsons, Chi, acct exec 
Campbell-Ewald, Detr, asst dir of r-tv dcpt 
Calkins & Holden, LA, copy dept 
McCann-Erickson, NY, r-tv dept 
Robert W. Orr, NY, vp in chg ofe r-.tv 
Same, bd of dir 

Lauri of Houston, owner, adv & prqm dijr 
H. W. Kastor, Chi, dir of media 
Lee Ramsdell & Co, Phila, exec asst to prcs' 
Same, NY, dir of r-tv 

Benton & Bowles, NY, publicity prom stf 
Cabell Eanes, Richmond, asst to pres 
N L & B, NY, vp Cr acct supvr 



4. Sponsor Personnel Changes 



NAME 

Victor Alin 
Harold Anderson 
Martin Bennett 
George Caddoo 
|ohn W. Craig 
Dr, Elmer Engstrom 
Ralph Caylord 
George Hakim 
Alex Harris 
Harlow Harris 
Will James 
William Jordan 
James Kerr 
Robert Kesslcr 

Irving Lane 
David Monoson 
Conrad Odden 
Fred Okon 
0, 0. Schreiber 
William Rambo 
Clifford Rigsbee 
George Simons 
William Skinner 
John D. Small 
Sam Zaiss 



FORMER AFFILIATION 

Philco. Phila, sis prom mgr of Intcrnafl Corp 
Pabst Brewing Co, Chi, asst sis mgr of north central 
RCA, LA, mgr of western rcg 
Philco, Phila, appliance sis dept 
Aluminum Ind, Cinci, pres, chf exec officer, dir 
RCA, NY, exec vp in res & cng 
General Mills, Mpis, dir of prod control 
DuMont TV, Clifton, NJ, adv mgr 
Schick Inc, LA, dist serv mgr 
Pabst Brewing Co, Chi, north central div sis mgr 
CBS-Columbia, NY, dir of plant opers 
Univis Lens Co, Dayton, sis prom & adv dir 
Former U S Air Force colonel 

Allen B. DuMont Labs, Clifton, NJ, asst mgr of commu- 
nication proa div 
Lcgum Dist Co (Crcsley-Bendix distrib). Bait, gen sis mgr 
Monoson Electronics, New Orleans, owner 
RCA Service Co, Camden, NJ, NY dist mgr 
CBS-Columbia Distributors, Inc, NY, adv & sis prom mgr 
Philco Corp, Phila, asst to pres 
Ward Wheelock Adv, Phila, copy supvr & sis prom 
RCA Service Co, Camden, NJ, mgr of comml serv 
Crosley & Bendix Home Appl. Cinci, adv mgr 
Zenith, NY, spec co survey dept 
Quiet Heet Mfg, Corp, Newark, NJ, exec vp & dir 
Rcxall Drug Co, LA, mgr of pub rel dept & mag edit: 



NEW AFFILIATION 

Saire, chg spec sis of Intcrnat'l Corp 

Same, north central div sis mgr 

Some. NY, dir of regl opers 

Same, sis prom mpr of Intcrnat'l Corp 

RCA Victor Home Appl div, NY vp & gen mgr 

Same, mem bd dir 

Same, gen mgr of instit prod div 

Hoffman Radio Corp, LA, dir of adv 

Same, Stamford, Conn, gen mgr of serv diy 

Same, western gen sis mgr 

Same, dir of opers I 

Amcr Safety Razor Corp, NY, sl5 prom mgr 

Avco Mfg, LA, dir of west coast div 

Same, mgr of communications prod div 

Crosley R-Tv, Fla, Ga. Ala, zone sis mgr 
CBS-Columbia, NY, regl sis mgr of southeast 
Same, mgr of comml serv 
CBS-Columbia, NY, adv mgr 
Same, vp 

Proctor Electric Co. Phila, sis prom mgi 
Same, admin, consumer prod analysis 
Same, dir of appliance adv & sis prom 
Same, Newark, NJ, mgr 
Same, pres 

Tidy House Prod, Shenandoah, Iowa, asst adv mgc 



5. Station Changes (reps, n( 

KCKT-TV, Great Bend. Kan, becomes NBC affil 

KCMO. Kansas City, goes or 2-1 hr eper cff 8 Nov 

KELO-TV, Sioux Falls, S. D . incr power from S7,SO0 watts 
to 200,000 watts 

KHQ & KHQ-TV. Portl.'nd, Ore, new regional rep H. Quenton 

Cox & Assoc, •123-425 Terminal Sales BIdg 
KPTV. Portland, Ore, purcn Dy Storer Bdcst Co 
KQV, Pitt, purch by Tele Trip Policy Co. NY 
KTVA, Anchorage, Alarka, regl reps Alaska Radio Sales 
KXYZ. Houston, new nat'l rep Avcry-Knodel 



affiliation, power increases) 

WAIR, Winston-Salem, N. C, new nat'l rep Robert Meelccj 
Assoc 

WCCO. WCCO-TV, Mpls. CBS owned share purch by MpIs 
Star & Tribune Co 

WDRC, WDRC-FM, Hartford. Conn, consolidate bdcst oper<« 
ations, new address 869 Blue Hills Ave 

WRFD, Worthington, Columbus. Ohio, new nat'l rep Robert 
Meeker Assoc 

WVEC, WVEC-TV, Norfolk-Hamoton. VA, new nat'l tcp 
Avery-Knodel 
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You just want the 



I N case you think of Iowa as a farm state exclusively, 
and that lowans are less interested in TV than 
big-city folks, study these figures from 1954 Iowa 
Radio and Television Audience Survey! (And remember 
that as of March, 1954, 59.6% of all homes in 
Iowa had television sets — one-fourth of which had been 
purchased less than six months previously!) 

NUMBER OF HOURS AVERAGE TV SET OWNER SPENDS USING TV, WEEK DAYS 



Weekdays, Averages: 
Urban 
Village 

Faritt 



TOTAL 
(Average 
Home) 

11.25 hrs. 
11.70 hrs. 
1 3.20 hrs. 



AVERAGE 
V^oman 
Over 18 

4.41 hrs. 

5.03 hrs. 

5.13 hrs. 



AVERAGE 

Man 
Over 18 

2.96 hrs. 
3.00 hrs, 
3.64 hrs. 



WHO-TV reaches 280,250 television sets in Central Iowa — 
owned by 566,300 city people, 545,100 rural people. 
Get all the facts from Free & Peters! 
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WHO-TW 

Channel 13 » Des Moines • nbc 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 

Free & Peters, Inc. 
Sill zonal Representatit es 
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This Sterling Character. . 




Up and down the aveniie, he's known as on£ of the most accomplished 
stdrytellefS iti the trade. Same way on almost any street across the 
vast WCBS Radio listening area. People take his talk to work with them, 
out to the back fence, even to school. On Madison or Main, "Did you 
heaf Jack Sterling's stoty about . . .'' is as nice a way to start the day as any.* 

But that's only one facet of the Sterling character. His success stories 
are evfen better. Like the one from an agency's Executive Director, with 
the punch line, "Yout commercial at 5:45 a.m. has delivered prospects 
at jthe lowest cost per inquiry we have ever been able to accomplish!" 
And another which goes, "Not only are we happy with the mail counts 
which have brought our costs down to the lowest in the country, but also 
we are pleased with the loyalty and quality of your listenership." And 
.maybe you've heard the topper to his recent why I like radio contest. 
The entries totaled 44,901, with all but five states heard from! 

How h'as he managed to accumulate such a record of successes? 
Mostly hard work. Eighteen years in broadcasting, in his seventh with 
WCBS Radio. Experience as a salesman, raconteur, reporter and 
ringmaster .V . all the qualifications that mean showmanship. And, like 
all of our WCBS Radio- personalities, his program consistently ranks 
among the top locally-produced participating programs on New York's 
network stations! In the Market for your own Sterling success story? 





Call CBS Radio Spot Sales or. . . 



WCBS RADIO 



New York 



lerling is heard on WCBS Radio 

ly through Saturday from 5:30 a.m. to 7:45 a^m. 

\' the CBS Radio Network Monday 

k Friday from 11:30 (i.nt. to 11:45 a.m.) 




If you have some- 
thing to sell in Mon- 
treal 

Remember this: 




This year more ad 



vertisers are using 
Canada's First Sta- 
tion. 





MONTREAL 

INU,S-WEED 
IfJ CANADA-AIL CANADA 





_ floHfifff Cad tf 

.p. in charge of advertising and merchandising 
The Nestle Co.. White Plains, New York 



"Xestle Co. u«e? proflutl not Cdiiipaiiv identification ad\erti?ing." 
Don Cadv . Nestle'? \'.p. in charge of ad\erti«ing and niert liandising, 

told SPd.NSOR. 

He referred to the fact that ?se>tle products are adxertised in- 
dividually, often through different agencies, and sometimes in com- 
petition with each otiier. ?Vo advertising monev is put into jjromo- 
tion of the company name. Cady u?es its entire SPO.NsoR-estimated 
SIO million budget to sell three in>tant coffees, its instant tea. choco- 
late bars, package gravies and sauces, chocolate drinks and other 
package products making up the Aestle line. 

Coordinating Nestle strategv with six a e*s at four .Xe.-tle 
agencies is only part of Cady s job. A big, burly man. he also 
travels around the country, explaining advertising strategy to 
Nestles sales force, integrating his advertising selling effort with 
their sales approach. 

"After all, the "family '>* got to be informed about the things 
we're doing for it," he explained, "it'* all too eas\ to lose touch 
with your sales force. It;- part of the ad manager's job to explain 
the purpose of the advertising to the salesmen. Advertising loses 
some of its value unless the\ know how to use it." 

This job, howexer. i> complicated by the fact that xarious Nestle 
products compete with the lines of different [lackage food manu- 
facturers: e.g. Nescafe flght^ with General Foods" Maxwell House 
Instant Coffee. Nestle s chocolate bars rank >econd behind Hershe\ s. 

"We advertise eacli product nidividually. just like parents edu- 
cate kids iiidix idually. Each has his own problem. The only over- 
all philosophv we have is hard product-selling, and on tv, that 
means a nierchandisable personality to us." 

In line with this reasoning. .Nestle provides point-of-sale cut-outs 
of Gleason to tie in w ith Nescafe s co-sponsorship of The Jackie 
Gleasori Shou\ CBS TV, Saturdays 15:00-9:00 p.m. (through Bryan 
Houston). Bnzz Cory, star of Space Patrol, ABC TV. alternate Sat- 
urdavs 11:00-11:30 a.m. ( through McCann-Erickson i . delivers the 
commercials- for Nestle's chocolate drinks and bars himself. 

y\n amateur photographer, Cady takes his camera along on nio.-t 



busines- trips. In his W estchester home, he has albums full of pic- 



tures of his wife and his boy and girl. 
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WHB switches to independent operation and 
Kansas City listeners are switching to WHB 



Unburdened by a lot of programs only some people wanl to hear, WHB no\f 
fills 24 hours a day, 7 days a week with what most people want to hear. The result: 
A steady switching of Kansas City dials to 710 kcs., where new studios, program- 
ming, personalities and ideas are making K.C.'s oldest (1922) call letters — K.C.'s 
most talked about call letters. 

In audience and in rates, WHB under new management* is an extraordinary 
buy — right now. Talk to John Blair, or WHB General Manager George W. Arm- 
strong. 

* Operating two other famous, much-listened-to independents: KOW'll, Omaha; W'TIX, New 
Orleans. 



10,000 watts on 710 kc. 



Kansas City, Missouri 




CONTINENT BROADCASTING COMPANY 

President: Todd Storz 



KOWH, Omaha WHB, Kansas City WTIX, New Orleans 
Represented by Represented by Represented by 

H-R, Reps, Inc. John Blair & Co. Adam J. Young, Jr. 
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NOW. ..all the loose ends tied-up in a singi] 

TIME AND program' PACKAGE 




ATIONAL SPO 



TV COVERAGE.. 



TOP PROGRAMS 




TEN HOURS PER WEEK OF FILM PROGRAMMING 
PRODUCED EXPRESSLY FOR NATIONAL SPOT SPONSORSHIP: 



guild's 1955 schedule pros'ides fi\e hours of prime night-time 
programming, made up of ten all-star half hour shows . . . and fi\ e 
hours of h\'ely day-time programming, made up of twenty quarter- 
hour segments, designed for across-the-board showing. Here are 
some of the program titles ,.. iA/an(/ available immediately .. .^.nd 
others to be announced soon. 



Liberace 




Florian ZaBach 



Paul Coates' CONFIDENTIAL FILE 

THE GOLDBERGS, starring Gertrude Berg 

THE NEW LIBERACE SHOW 

THE FRAKKIE LAINE REVUE 

A DATE WITH FLORIAN ZABACH 

LIFE WITH ELIZABETH, starring Betty White 

BRIDE AND GROOM 

IT'S FUN TO REDUCE 

DR. NORMAN VINCENT PEALE 

CONNIE HAINES SINGS 






Connie Haines 



Dr. Peale 



Margaret Firth 




Gertrude Berg 




Frankie Laine 




Paul Coates 



To see how this combination of VITAPIX and GUIl-D coordi- 
nated services can serve you. ..contact GUIl-D FILMS today. 

GUILD F I L 




NEW YORK » CHICAGO • CLEVELAND • DETROIT ■> KANSAS CI 



what you get: 

1. Desirable time periods in all markets selected. 

2. Programs of proved viewer impact. 

3. Stations with proved audience leadership. 

4. Single billing . . . single proof of performance. 

5. Complete program and time research facilities. 

6. Program promotion and publicity services on 
both national and local level. 

7. Integrated commercials by Guild stars, specially 
keyed to best suit the advertiser's needs. 



what it means: 

This new coordinated plan saves you time, saves 
your client money . . . and provides greater flexibil- 
ity than ever before offered. You save time because 
GUILD and VITAPIX handle station clearance 
for you, providing single bilhng and single liaison. 
Your client saves money because there are no 
hidden "extras". . . you select only the markets you 
require. 




America's 

leading stations 
are VITAPIX stations 



KSTP 
WDSU 
WKY 
WOW 
KPHO 
WPTZ 
WCAN 
KOIN 
WJAR 
WHAM 
WHBF 
KSL 
WOAI 
KRON 
KING 
WHEN 
KWFT 



Amarillo 
Atlanta 
Baltimore 
Birmingham 
Boston 
Buffalo 
Charlotte 
Columbus 
Dayton 
Denver 
Detroit 
Greenville 
Houston 
Kalamazoo 
Kansas City 
Los Angeles 
Minneapolis 
New Orleans 
Oklahoma City 
Omaha 
Phoenix 
Philadelphia 
Portland, Me. 
Portland, Ore. 
Providence 
Rochester 
Rock Island 
Salt Lake City 
San Antonio 
San Francisco 
Seattle 
Syracuse 
Wichita Falls 



£p MADISON AVENUE 
EW YORK 19, N.Y. 
IRRAY HILL 8-536 5 

^LLAS *HOLLY WOOD* PORTLAND. ORE 



. . . plus other coverage 
throughout the country 

the ^|TAPT^stations 



LEADS IN COST PER 1000* J 
^ SETS EVERY MINUTC IN \, 
^ EVERY DAY! 




Here's the 

COMPANY 

You'll Keep 

DRANO 
DOLCIN 
CARDUl 
EX LAX 
WINDEX 
SOFSKIN 
GULFOIL 
BIONETIC 
SKINTONE 
STANBACK 
SSS TONIC 
CANADA DRT 
TURTLE WAX 
SINCLAIR OIL 
DIP 'N RINSE 
SCHLITZ BEER 
GEORGE S OIL 
HOLSUM BREAD 
HALO SHAMPOO 
LIFE MAGAZINE 
BAYER ASPIRIN 
APEX PRODUCTS 
M-G-M PICTURES 
CIRCUS PEANUTS 
IDEAL DOG FOOD 
TENDERLEAF TEA 
LINCOLN-MERCURY 
FAIR MAID BREAD 
BRANIFF AIRWAYS 
UNITED GAS CORP 
BLACKBURN SYRUP 
BULL-OFTHE-WOODS 
VIVIANO SPAGHETTI 
PARSON'S AMMONIA 
POWERHOUSE CANDY 
RAYCO SEAT COVERS 
SHULTON 'OLE SPICE 
MANISCHEWITZ WINE 
VIRGINIA DARE WINE 
WILDROOT CREAM OIL 
ROBERT HALL CLOTHES 
CRUSTENE SHORTENING 
LADIES' HOME JOURNAL 
B.C. HEADACHE POWDER 
GREEN SPOT ORANGEADE 
BONNIE BELL COSMETICS 
ROYAL CROWN PRODUCTS 
SATURDAY EVENING POST 
WAGNER'S ORANGE JULIP 
RADIO TELEVISION SCHOOL 
WISHBONE SALAD DRESSING 
RESERVE LIFE INSURANCE 
ITALIAN SWISS COLONY WINE 
UNCLE BEN'S CONVERTED RICE 
HERBERT TAREYTON CIGARETTES 



Write - Phone • or Wire 





By Joe Csida 

By llie time llie cofTce was served tlial iiooiilime at the 
M & iVl Clul) 111 Cliieago'? Mercliaii(li>e Marl, tlie producer,, 
llie cli>lril)ulor and I luul gotten oiir.>:elve> rather worked up 
over tlie iiuportaiice of niereliandisiug and promotion in con- 
nection wltli tv programs, and s|)ecifically tv fihn programs. 
IVoue of 11^ weie disputing llie simple, hasie fact that mer- 
chandising and promotion were important. The big differ* 
eiice was in the (pie.-lion of whether or not it was pos.-ihle to; 
promote a poor or a medioere show to the point where it 
would not only get hut hold audiences. 

"Sure it can he done," said the di.-«tributor. "Jt's heing 
done all the time. Look at the movies. They take a real dog 
and exploit it right into the top ten grossers, time and tlnie 
again."* 

"Maybe so," said the producer, "but there's one big differ- 
ence between theatrical films and television. Each film re- 
leased is a brand new one, and the eu.stomer forgets bow bad 
the last one was, and Is always hoping the next one will be 
better. With tv, in any series, there's a production standard 
that's reached. Jf a viewer tunes in Studio One, week after 
week, he knows just about how good a drainatie show he'll 
see. If he tunes in lierle. or Benny or Lucy he know? by and 
large what to expect. If be tunes in a new series two or three 
times bceause be was promoted into it, and he doesn't like it, 
no eeononiically feasible promotion can bring him baek eon- 
sistently." 

1 >troked niy figurative long, white beard and reminded 
the boys of the days of the depression, when the movie.s. for 
example, were running bingo games and giving away sets of 
dishes. The prodneers. In those days, eame about as close as 
they've ever eome to losing sight of one of the few great tru- 
isms about show business: The play's the thing. ALike u. 
"Rear Window" and you'll pack the theaters, without bingo 
or dishes, in spite of tv competition or recession. 

Station managers, ndvertisers and agencies, we all agreed 
finally, might ponder that Biiigo Night. Free Dishes era of 
oiir times. There seems a .strong tendency in ,-ome (piarters 
these days to pei])etrate the tv e(piivaleiil of that "schlag" 
period. A fellow has a product llne-np which cannot com- 
pete eiitertaiinnent-wi>e with tho?e programs around, so be 
decides to give awnv di.-he.>«. It matters little, of course, what 
he call> bis di>li (le\ice. In the final analy>i> it amounts to 
the -aine thing: Maybe you'll hire "cm to your channel, once 
i I'lcosc turn to pos:e 113) 
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WKZO— KALAMAZCX) 

WK20-TV— GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN. NEBRASKA 

KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD — PEORIA. ILUNOIS 



OU'RE HALF NAKED IN NEBRASKA 
COVERAGE IF YOU DON'T REACH LINCOLN- 
LAND— 12 counties with 202,200 families— 700,^00 
unduplicated hr any other station! Lincoln's popula- 
tion i.s 110,000 — in the same bracket with Lancaster, 
Pa,, Schenectady or South Bend. Ind. 

The KOLN-TV tower is 75 miles from Omaha! T\iU 
LliNCOLN-LAND location is farther removed from 
the Omaha market than is Cincinnati from Dayton, 
Buffalo from Rochester or Toledo from Detroit. 



KOLN-TV 



COVERS LINCOLN-LAND— NEBRASKA'S OTHER BIG MARKET 



CHANNEL 10 • 316,000 WATTS • LINCOLN, NEBRASKA 

ABC DUMONT 

G4very-Knodelf SnCf Exclusive J^ational J^epteSentatlveS 
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YOU 

PUT THEM TOGETHER 



. . . T-H-T makes the sales! 



)AY, HOME and TONIGHT have long since made their 
— each is a great nbc-tv network program in its 
ight. Now they have been combined into T-H-T, the 
flexible participation plan in network television, offer- 
jree star salesmen and reaching three separate markets. 

'ether you figure it by electronic calculator or on the 
of an envelope, T-H-T offers an enormous number of 
fnations weekly. (The calculator said 32,767, but who 
es calculators any more?) And you select the right 
nation for your product , . . your customers . . . your 
titive picture . . . yoitr seasonal promotions. 

|th T-H-T you can buy as many participations as you 
Jistributed as you choose among these three pi'ograms : 

i,0AY The selling techniques of DAVE garrovvay have 
iK this pioneer early-morning news and special features 
0' an outstanding success. Reaches the whole family — 
<ii wives, children, working men and women. 

^nviE Charming arlene Francis in less than a year has 
HOME TV's major source of homemaking advice and 
jnation, home is watched by a predominantly feminine 
ice — women who take time out of their busy days 
;e they are vitally interested in improving their own 

'T'jiGHT Easy, breezy sieve allen and his guests bring 
'niy, mpsic and surprises to a new live, lively late-evening 



I 



show. On TONIGHT you reach the biggest adult male audience 
available at Class "C" rates . . . and you make the last 
impression that lasts, 

TV competition is tough. The big rewards go to the adver- 
tisers who buy television that most closely fits their adver- 
tising needs. T-H-T is designed to do exactly that with 
Dave Garroway, Arlene Francis and Steve Allen working 
for you on the air and at point-of-sale. And dealer acceptance 
is amazing! 

Holiday note. T-H-T can put your products on display for 
the gift season ivith as little as 72 hours notice! 

You will be glad to learn that combination buys of 
TODAY, home and tonight entitle you to discounts up to 
20%. Smart sponsors such as Dow Chemical, Northam 
Warren, Bissell Carpet Sweeper Co., United States Tobacco 
Co., and Broil-Quik, Inc. are already taking advantage of 
T-H-T's flexibility. Ask your nbc-tv representative about 
the profitable arrangements you can make. 



NBC 



TELEVISION 



a service of 





SALES Get 
FATTER 

by the PLATTER' 



Or 



WHEN YOU'RE 



BOBBIN 



with 




Amerita's No. 3 Disc Jock Show! 




WKiNIH, Dearhorn-Detroit 
... WKMF, Flint... W'KHM, 
Jackson is the packajje buy 
that covers 77% of Mich- 
ifjan's entire buying power. 
Vet vou save 10<^ w hen ynii 
buy all 3. Highest ratings . . . 
because e le ryhml \ likes 
News, Music and Sports 1 



You don't have to tell the Detroit-Wayne 
County billion dollar market who is 
America's No. 3 disc jockey and who 
rates No. 1 in this area. They know it's 
Bobbin' with Robin! They give him the 
biggest tune-in ! And, the more platters 
he plays the more the advertising pays ! 
The man sells like mad ! 

WKAIH gives this market the best and 
the most , ^ . hi News, Music a)2d 
Sports. That policy is paying-ojj jof 
WKMH Advertisers/ 



mm 



Frederick A. Knorr, Pr»t. 
George Millar, Mg. Dirtctpr 

m 

Represented by 
HEADLEY - REED 
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THE RmT,S 

what it is and what to do about it 

^11 eve of ARF ratings report iinliistry iutcrest is fociissod on solving 
problem., with rise in research suphislieaticin eoHsitiereti erncial 



In the over five years since sponsor began calling attention to shortcomings of 
the rating services — improper ways in which they are used — there has never been 
a better opportunity than exists now to do something about the problem. The 
Advertising Research Foundation is about to issue its report on audience research 
pieasuiement standards — a report which was two years in the making. While by 
no n-ieans a panacea, the ARF's detailed study may be a starting point toward 
correction of the "rating jnuddle." And throughout the industry there are signs 
determination is growing to stop talking about the nniddle and j)roduce construc- 
tive improvements. To help put the problem in perspective, sponsor went to dozens 
of research specialists and other advertising executives. The resulting article start- 
ing below sums up what the research nuiddle is^ — in itself not an easy situation to 
understand, since it has so many facets. Further, it points out that many believe 
the real key to solution qf the problem lies in aggressive programs of education 
within the industry. Education can end many misut.es of ratings. And with sharper 
knowledge of ratings the pressure will be on for each rating service to improve. 




E. L. Deckinger Uop) of 
Blow is chairman of ARF 
radio-tv ratings review com- 
mittee which is about to 
issue report. C. Maxwell 
Ule of K&E chaired work- 
ing committee on report. 



ithin a few weeks the Advertis- 
ing Research Foundation's radio-tv rat- 
ings review committee will present an 
88-page report which has been two 
years in the making. Will this mean 
the end of the radio-tv "ratings mud- 
dle"? 

After conversations with research 
firms who have seen the report in 
draft form; with some of the people 
responsible for the report; with other 
top-ranking research specialists and 
users of research the indications are 
the ARF report will only be a jumping- 
off point. 

The report suggests standards, as 
agreed to by the committee, for audi- 
ence measurement methods. It covers 



by Charles Sinclair 

these methods in general terms with- 
out a description of the way each 
service puts the method it uses into 
operation. At this time it's left up to 
those who read the report to conclude 
how nearly each research firm fulfills 
the standards as postulated by the ARF 
committee. (There are plans on the 
docket, however, to review research 
practices of individual firms in future 
ARF reports.) 

On the eve of the industry's con- 
sideration of the report, here summed 



research 



up is the status of the "research mud- 
dle.*' To help keep the often complex 
picture in focus, this report is divided 
into separate questions and answers. 

Q. What do the research special- 
ists say will solve the "research 
muddle"? 

A. The\ hope the ARF report will 
start the industry demanding higher 
research standards. Yet standards 
alone are not the end of the troubles. 
There's need for further experimental 
research to answer the question of how 
well each research method does it- 
measurement job. And no matter how 
fully standards are set forth (even as- 
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THIS WE FICHT FOR 

si"(J\s(Jii lios always- Ix lie red sti'onfjbj hi the importanre of 
fi(jJiliii(i hard for a full and accurate count of tJi^ radio and 
tdrvision audience. The first two jiointsstt forth in sponsor's. 
(ditorial plot forma, as ]>uhl{shcd 9 Fihrnary 10.").'j. deal vnth 
audit nee research -. 

I, We fight for a full and accurate caunt af radia listening. Every 
medium is entitled ta fair measurement, but radia's personal set listen- 
ing and out-of-hame listening have na.t been properly gouged^ 

*J. We fight for better rodio ond tv rotings ond o more reolistfc view 
of them. We ore convinced thot rodio ond tv rotings ore not the ulti- 
mote in deciding whether o sponsor's interests ore being effectively 
served by his present purchose, nor the ultimote in deciding what to 
buy. We work to throw light on the weoknesscs ond strengths of rot' 
ings, educate odvertisers to their limitotions os well os volues. 



sunnily.' lIMt'/ a^i l)\ rc^carL li- 
cr-' 1)11 salidilv of tin* sl;iiifl;i riU I )oiir 
|*riil)li'm ildi'vn't -Ut\t llicrc. \\ luil aliuiil 
lliiivi' wild (Ikii'I uii«lt'r>«t;iii(l tin- stand- 
ard-." 

Ojiiiiioii -~t>t'iii> to >iiiii up to llic con- 
clij-ioii llial tilt' hi": iiet'd is a liifilicr 
lc\el iif iiidii-ti) kii()\\k"dg(\ Said om; 
a^('iir\ rt'-'eartli head: "In no other 
hiisinos, unless it's the sto< k market, 
are there xi inaii\ noii-t(H lini< iaiis us- 
inj; te<hnital terms and inf«jnnalioii 
lhe\ do not understaiul. ' 

Said a veteran who has heen llnoufrh 
the mill in main indu>tr\ rcseareh 
|jroJe< ts: "If the level of so|)liistica- 
tioii ahoul ratings is raised, almost in^ 
e\ital)l\ the problem of low -standard 
ratiiifrs will take care of itself. I he 
hu\er of audience re-ear* h will de- 
mand higher quality .' 

Q. Who's going to do the edu- 
cating? 

A. \lreadv tliere have been move- 
ments (o start tite proeess. Last week, 
for example, XUC's Hugh M. BeviHe 
Jr., director of research and planning, 
gave a "clialk talk" on the i.ubject of 
ratings to the radio-tv press. I'his fol- 
lowed a memo (o radio-tv editors from 



Sydney ICiges. NHC v.p. in charge of 
press and puhlicity, in whicli a sim- 
ple explanation was given of the dif- 
ference between some of the rating 
services. (rS'BC has been particularly 
concerned over misunderstanding of 



what each rating service represents in 
part because of the wide differences in 
ratings of its spectaculars as shown b\- 
Trendex and the national Nielsen. The 
differences, researchers agree, arise be- 
cause the two services measure differ- 
ent tlnngs. not hecau;-e one is right and 
the other wrong.) 

The Radio and Television Execu- 
tives Society in New York has been 
holding a series of luncheon seminars 
on buying and selling time, including 
the fundamentals of ratings. Said sta- 
tion representative Llojd G. \'enard, 
in the effort to encourage further studv 
hy the group: ''Timebuyers will be 
doing iheiiiseK es, their agencies and 
the broadcast media a service if they 
get all the facts about each rating serv- 
ice and faniiliari/e themselves with all 
the different rating services." 

Main of the researchers interviewed 
by SPONSOR urged that within agencies, 
within advertising departments and 
within broadcast entities clinics should 
be organized to make it easier for non- 
researchers to learn more about audi- 
ence research. 

Said a widely known research head 
at a Madison A\enue agenc\ : "Maybe 
we ought to set up a sy-tem where any- 
body caught talking about ri»tiiigs w ith- 
out attending the clinic has to par a 
fine to some charity."' 

The opinion was several times ex- 
pressed that if the AKF report did 
nothing more than touch off intense in- 
terest in "adult education" programs 




Fact that different rating services measure same show with different yard- 
sticks is pointed up in 1951 gag shot at Washington ad club. Variety of 
rating figures is ley to much confusion. L. to r.: Ward Dorrell, then 
with Hooper, now Blair research chief; Syd Roslow, head of Pulse; Ken 
Baler, then with NAB, now head of SAMS; Jim Seller, head of American 
Research Bureau; Joe Ward, head of ARBI. Not there: A. C. Nielsen. 
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it will lia\e served a constructive pur- 
])<)se. It was felt the report could be 
used, as well, as an educational tool. 

Q. In light of all the criticism of 
ratings should advertisers conclude 
audience research is completely 
unreliable and even worthless? 

A. Some broadcasters have taken 
this position, particularly in radio at 
the local level. And some advertisers 
in effect come to somewhat the same 
A^onclusion by buying radio especially 
with heavy weight on judgment as op- 
posed to use of inflexible rating mini- 
mums. 

But in national level program plan- 
ning there are few admen, research- 
ers or network executives who do not 
agree that audience research can play 
a constructive role. 

A few- weeks ago, for example, P&G 
— broadcasting's biggest advertiser — 
sent its program buying machinery 
into smooth action. Result: the trade 
soon learned that P&G had bought 
into four major tv network shows — 
/ Love Lucy, Favorite Husband, Top- 
per and This Is Your Life — on an al- 
ternate-week basis, with the whole deal 
costing the soap firm an estimated S8 



million annually. Among the reasons: 
Exhaustive analysis of A. C. Nielsen 
data showed that audience duplication 
between the four shows was at a mini- 
mum, tuning was at a high level and 
the shows held up well against rivals. 

Q. What keeps the rating mud- 
dle going? 

A. There is tremendous overlap 
(and it's growing quickly as rating 
firms expand their services) between 
the various outfits that measure radio- 
tv audiences. They measure the same 
programs. But they measure them on 
different yardsticks, and with differ- 
ent methods. Even if each rating serv- 
ice was 100^ accurate (and none is), 
the figures would still be different; 
they have to be. 

Q. How does the continuing rat- 
ings muddle affect different levels 
of the radio-tv industry? 

A. Clients: A top-ranking v.p. and 
plans board member of one of the 10 
biggest U.S. agencies said recently : 
'T've never been so worried about the 
ratings problem as I am right now. 
Clients worth millions in billings have 
told me that they^ are 'suspicious' about 



rating>, and that exe<utives of their 
firms ate demanding explanations be- 
cause of tlie differences between rat- 
ings. Sonic ad managers are almost 
afraid to use ratings in executive meet- 
ings where non-advertising brass is 
present. ' 

Agencies: Local-level radio-t\ has 
its own lirand of rating confusion. A 
timebuyer. who liandles one of the 
most active accounts in all spot radio- 
tv. told sponsor: "I'll tell you why 
there's a real ratings nniddle. It's be- 
cause buyers and sellers often use two 
different sets of ratings figures in the 
spot field. An out-of-town station man- 
ager recently made a trip to New York 
just to wa\ e a set of ratings figures in 
my face. He said I was crazy not to 
buv time on his station. But our agen- 
cy doesn't use the same rating service 

we think it's inflationary. His station 
rated low in the service we use. \^liat 
could I tell him that would make him 
understand why he was passed over?" 

Broadcasters: There's another side 
to this coin. As a veteran station rep 
told SPOiVSOR: "We feel that rating 
services miss plenty of audience, par- 
ticularly in radio. ThereforCj for self- 
{Ple.ase turn to page 114) 
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DONT'S IN USING RATINGS 

Based on a cross-section of thinking from research specialists, here are some of 
the things you can do now to avoid pitfalls in use of radio and television ratings 



Don't u!ie ratings alono in making buy- 
ing decisions. This is the most funda- 
mental error and ivill remain the ivrong 
thing to do evev if ratings are improved 
far beyond their present level of accu- 
racy. Just .sheer audience size does not 
tell you if it's the right audience for you. 

Don't regard ratings as absolute figures. 
If your show is number nine in national 
ratings to someone else's eight, it's pos- 
.siblc there's no actual difference in the 
audience each has. When you get down 
to sntall variations between ratings, the 
statistical error of the rating may be 
larger than the difference. 



Don't be concerned with small fluctua- 
tions in ratings for the same reason as 
cited above. It all boils down to the fact 
that a rating should be regarded as a 
general indicator, not a hall game score. 

Don't play the different rating services 
off against one another. Conversely don't 
let anyone pull the same game on you. 
If your show rates higher in on-e service 
than in another's ratings, don't accept 
the premise that the higher rating is 
"more accurate." Maybe it's a matter 
of M'hat the higher rating represents. 
And u'hat it rejyresents may, or may not, 
suit what it is you should be measuring. 
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PEUPHOLSTERY 
& SLIP COVER SALESMEN 

GIMBELS 
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How Ginibels uses il 



Ono fv participation drew so many orders 
Gimbels r<»n "want ad" for more salesmen 



Itoiipliolslory «le|>:irliiioiil ii.soci as ^'iiiiioa pi^ fo' 



Jff t'ic's how Jt'fse Moore, wlio hii> 
charjii' of ('.iiiilx'N n'U|iln>Nt('r\ (Ie|);irl- 
iiients i;i \c\n ^ ork and Pliihult'lphia. 
(It'S< iil)cs wlial liapiHMied after lire slore 
started us.iiij: tv ciiid radio: 

"Two \ears ago. before air ad\er- 
ti>iii{i. we had one factpr) and about 
eifiht outside 5alesnien. 

"To(la\, we have four factories in 
the iNew ^ Ork an^a alone and 28 out- 
side salesmen. Our business \(duine is 
over S2 million. We no longer have a 
seasonal slum|). In addition to these 
tangible result.s, manv new Gimbels 
charge accounts ha\e been opened h\' 
customers ha\ e been draw n to the 
store through reupliolster\ advertising. 
i\aturall\ this benefits the entire store, 
not just our department. ' 

Ciinlrels air advertising represents 
an outstanding use of radio an<l tv by 
a department stores The store restricts 
the UM' of radio and tv to promoting 
the higher-priced, non-impulse prod- 
ucts and services which people must be 
persuaded to buy. 

Herause Gind)els reupholstery de- 
partment was the guinea pig for its air 
experimentation this article will deal 
prima ril\ with the store's experiences, 
techni(pies and results in air-selling re- 
upholstery. H()we\er, other long-term 
air campaigns for the Food IMan and 
sli[K ()\er dcpartiTieiits — and s|)(^ ial test 
])roinotion>^ no\elty items will also 
be described. 

Gimbels launched its \ew York tv 
dri\e for the reupliolsler) department 
ifi Vhirch IQo.'i, through the Telesales 
Co. In NcncTuber of that same \ear, 
its began t\ a<l\ crti^iiig for its Phila- 
delphia >tore. Radio was added in Now 
^ ork la-t IK"<cmlior. in iMiikidelpbia 
>liortK thereafter. 

The reuphoUter) ad budget lodav v> 
broken down lhi> wa\ : l<'le\ ision. 
()7i' '( : radio. 1.')'"^ ; newspaper. 20' , . 
re >-j)eiiiling o\er SKH). ()()() in i\. 

.Moore gi\es the air media almost 
<-oiii])U'te credit for his >ales rise. 

■'Radio and t\ sell our reuj)hnl>ter\ 



>ervi(e like no newspaper ad\ertising 
t an. " he sa\ s. "Our t\' fdm commer- 
cials show fine craftsmen actuall\ tai- 
loring fabrics, reco\eriiig frames, sew- 
ing material^. No machines, just men. 
That gets across the point of quality 
craftsmanship better than words. 

"W'e show the same piece of furni- 
ture before and after it's been given 
the 'treatment.' On tv. the contrast is 
much more dramatic than on the 
])rinted page. And the radio commer- 
cials have a kind of persuasi\ eness and 
directness that's reniarkahK effective. ' 

Drawing a <-ustonier into the re- 
upholstery department is a much more 
challenging proposition than getting 
one to visit the hosiery counter. Re- 
upholstery work is fairly expensive. 
Much thought and deliberation gener- 
ally precedes a decision to recover the 
sofa and chairs. These are the prob- 
lems Bob Ziniler. Telesales president, 
faced in planning Gimbels air drive: 

1. Reupholstery work is hardh e\ er 
an immediate necessity. Most of the 
time a housewife can make do with her 
present fabrics for an indefinite period. 
Therefore, a considerable span of time 
elapses between the da\ when she de- 
cides her furniture's getting shabby 



and the (la\ she takes definite action. 
Gimbels wanted to shorten that time, 
span. 

2. An unwritten law had guided the 
fabric world's reupholster\ promotion 
for \ears. The law: Women wont 
consider signing reupholstery contracts 
ail) time but in the fall. Stores usually 
confined advertising to three months 
of the year, did \ery little business 
outside these three months. Gimbels 
wanted to make reupholster\ a \ear- 
'round business. 

3. Ihere are some 7,000 fabric and 
reupholstery shops scattered through- 
out New York. .Most of them cater to 
a neighborhood trade, have limited op- 
erations. Many women who want 
quality craftsmanship associate small 
stores with custom work, large depart- 
ment stores with mass production. 
Gimbels wanted to attract the (juality- 
conscious. 

Zimler bad to face more immediate 
worries than reupholstery industry 
problems, however, before the first tv 
commercial saw light. He first had to 
conquer the store s skepticism about 
the air media. He had to convince them 
a local advertiser could use tv efTecti\ e^ 
ly without demolishing the budget. 



Store gives phone number to call in each commercial, gets exact record of Its pulling 
power from telephone answering service (see below). Telesales Co., Gimbels agency, feels 
commercials must "give people something to do" to capitaliie on fleeting impulse to buy 



FORM « 1-2-32 BL. CO. 

Time Taken 

Product . 



Date Kovftwh^p TO 



.A.M.-5- 



-P.M. 



Glnibala Reupholstery 



-Station- 



9011 



Customer's NafTie ^iTSo Jean Patrick 

Address lS8_-_-50 85th Road 

City J^amalca Zonc- 



Apt. # or 
-Room * _ 



3A 



-State : 



Quantity 



Remarks: 



1 chair 



-Si:c. 



-Call A,_VL 



-Color 1st- 



- Color 2nd — ^ ■ — 



OL - 7 - 6086 



Order Clerk 



DR.V 



I 
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ia for liigh-priced items 



iriiiieiit^ doubled bii.siiics!i» and «>|iciied tliree new factories in 21 months 



Gimbel officials felt Ziniler s plan 
was worth a carefully limited test. But 
one of the conditions was that the air 
drive show immediate results at the 
cash register or it would be dropped 
completely. 

As it happened, this kind of ulti- 
matum fitted in neatly with Zimler's 
private theories on the use of radio and 
tv by retail stores. 

Here's how he explained it to 
SPONSOR: "A radio or tv commercial 
leaves nothing more tangible than a 
fleeting impression with the consumer. 
There's nothing concrete to look at for 
a length of time, like in a newspaper 
ad. After someone hears a commercial, 
he may be left with a buying impulse. 
But you can't let that impulse sit 
around until it disappears. You've got 
to capitalize on it right away. 

"We decided to capitalize on our 
commercials by giving people some- 
thing to do right there and then. We 
asked them to phone a special num- 
ber, or to write the store immediately. 
And we made it easy to buy. We said 
a store representative would bring a 
complete sample case to their homes 
if they called the store. This kind of 
instruction turns thinking into action. 
And it gives the store proof positive 
of a commercial's success or failure." 

It didn't take Gimbels long to reach 
a verdict. One of the very first com- 
mercials was a participation on the 
Richard Willis daytimer. Here's Look- 
ing at You (WRCA-TVj. The re- 
upholstery department was so swamped 
with orders after the show that it im- 
mediately ran a "Help Wanted" ad for 
more salesmen, cancelled all further 
participations until it could catch up 
with the fast-growing backlog. 

Gimbels current New York tv sched- 
ule for reupholstery consists of about 



case history 



Gimbels cuts costs of reupholstery television film commercials by using real salesmen and cus- 
tomers in store's seven model living rooms. Only professional actor is Vic Roby, who is narrator 




Air media are more persuasive than print for reupholstery, have more drama, says Jesse 
Moore (r), department supervisor. Herb Sheldon stars in one of the shows store uses 



15 participations a week in a variety 
of WRCA-TV adult-appeal shows: The 
Herb Sheldon Show, The Josephine 
McCarthy Show, Here's Looking at 
You, The Big Matinee, Eleventh Hour 



Theatre and Hopalong Cassidy. 

On radio, reupholstery is advertised 
via 64 20-secoiid announcements a 
week over T^^QXR. The Philadelphia 
(Please turn to page 104) 
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D'c« Bunbury veteran tlmebuyCr for N. W. Ayer, buys for Hills 
ros. Cofff •> Un tr-d Ar Lines, Plymoufh aufos, Carrier Corp. 

B I H nmjn o' Lambert & Feasley handles buying for Larriberf 
drug products, Phillips Petroleum rides herd on network shows. 

Evelyn Lee Jones, chief tirt'ebuyer of Donahue & Coe, kes fast 
pace of buying spot radiotv for big move accounts Mke M G M. 

Hf> n Wi bur chief timobuyr at Grf y <jg ncy supervises buying 
for long lilt of accounts m.iny recnt irriv,ils n spot ranks. 

John McCork'e an SSCXB timebuypr h^i bri n buying ch'efly for 
Pal: M,iM. He v.. II soon oin thn std^ of CBS R^dio Spot SjIos. 



i portrait 



Pi'OfilocI liereiii is u }»'i'oii^l 



hat i* a t\pical tiinobu\er? What 
r> his or her typi<al work? 

Therp is no more a simple answer 
to this ([iiestion than there is to the 
>anie (jnestion applied to an\ trade or 
profession. ^ et it's of ( onsiderable 
importamc for the non-buyer to un- 
flerstand what it i^ that jroe^ into 



tune hu\ ni-r. 



It s been said many times In SPOV- 
sOH that unless top ajrencx exef uti\es 
understand what the buyer does or 
ran do when allowed to the\ ma\ 
fail to fully use his special abilities. 
\( ( ordin-rK >PO.NSOK ha^ tried to ( on, 
tribute continuously to under^tandinp 
of the timebu\er s role. 

The latest effort i* based on tlic 
premise that a better picture of the 
bii\in<r profession comes across in per- 
sonal terms rather than <.'eneralities. 
To fret that picture of the timebuyer 
as an indi\idual. si'ONSOR centered on 
five buyers who handle \ aried ac- 
(ounts at different agent ies. Ru\er'^ 
of (on«iderable \ears in the business 
\sere < hosen and the problems the\ 
face in bu\ inp for their clients co\ er 



a wide gamut. 




^ et it \sotdd l e nai\ e to sum uj) 
SPONSoti's fi\e buyers and say here i~ 
a cross-se< tion of their profession. The 
final cni.-s-section < ould not be written 
unles^ the work of man\ dozens of 
bu\er- was profiled. The field is that 
\ aried. Miit it s hoped that in the fi\e 
profiles of tiinebu\ers at work below 
\ ou ll find some of the "feel ' of the 
field. 

The bu\ers profiled here are ( al- 
phabet icalK ) : l)i( k Buiibur\. \. W. 
\\er: Rill Hiiiman. Lambert & Feas- 
le\ : E\el\n l ee Jones. Donahue \ 
Coe: John McCorkle. S^CB: Helen 
W ilbiir. Grc). (At pres^time. inciden- 
talU. .McCorkle reported to SPONSor 
he was lea\ ini: SSCH to join the sales 
staff of t^nS Radio Spot Sales. This 
points up a <hara( teristic of the bu\- 
ing field the bu\er sometimes nunes 
o\er to the sellini: side. One reason: 
Some of the knowledge the bu\ er 
needs is interchangeable with what the 

SPONSOR 



iiiiiebufers on the job 

spot buyers whose eoiiibiiiecl oxperieiieo acids to iiKtre than iliO yoiirs 



time salesman should know to sell.) 

Oifffv iCTiiiibiiri/ is a 19->ear veteran 
with N. W. Aver. He is a timebuyor 
for accounts which include Hills Bros. 
Coffee, United Air Lines, Plymouth 
Division of Chr)sler Corp., Carrier 
Corp., Blue Bell work clothes. He oc 
casionally buys for other accounts, su- 
pervises other buyers, rides herd on 
network shows and sits in on both 
Spot and network plans sessions. 

"Buying is a relatively minor part 
of the total job," he says, adding, ''ex- 
cept at times when we are launching 
a new schedule, or increasing or de- 
creasing an old one. Most of what 1 
do is evaluating in advance, or re-eval- 
uating afterwards. We have to find out 
all we can about local radio-tv condi- 
tions — and then stay on top of them. 

"I'm therefore in close contact with 
station reps. During the course of a 
13-week cycle, I may talk to 30 or 
more different rep firms at the rate of 
two or three contacts a day." 

Dick feels that rep selling has come 
a long way from the days when reps 
just dumped a list of availabilities and 
said "See anything you like?" To- 
day, he feels, the rep is geared nmcii 
more closely to the needs of specific 
clients. 

"However," he says, "the initiative 
is still largely with the agencies. That'^ 
why we keep in touch at all times -with 
reps. We ha\'e to tell them, up to a 
point, what our advance plans are to 
get them started. Then we won't have 
to rush at the last minute." 

Dick handles the current Hills Bros, 
air campaign. As it now stands the 
coffee firm has an across-the-board 
five-minute news series slanted af 
housewives on a 45-station regional 
hookup in the Pacific and Rockies 
area. In about 60 more markets, there 
are morning and daytime radio news- 
casts and announcements. Hills Bros, 
is active in spot tv in eight markets. 
The campaign has been on a 52-week 
basis since 1950. 



lilt" Iiiiis ()])erati()n is a good ilius- 
1 ration of the kind of reasoning based 
on knowledge of regional circum- 
stances which goes into buying time. 

"On the West Coast." Dick told 
SPOA'SOR, "jo.u have an odd pattern of 
delayed broadcasts in network radio 
and tv. To quite an extent, it changes 
the values of radio since it creates a 
iiigh listening level in the afternoons. 
Easterners usually think in terms cr. 
morning radio news and overlook the 
afternoons on the Coast. We don't. 

"Again, in the Midwest, we've found 
by studying audience composition fig- 



Actual buying is just one 
of timebuyer's many duties 

Agency timebuyefs are the 
contact point between agen- 
cy operations and huge field 
of spot radio-tv broadcast- 
ing. But actual buying, time- 
buyers say, occupies as little 
at 10% and seldom more 
than 30% of working day. 
Rest of time is spent in plan- 
ning, evaluating. Many han- 
dle network lineup details. 



ures that noontime radio often has an 
audience similar to morning radio — 
simply because Midwesterners are 
more prone to go home for lunch 
lather than eat downtown in a res- 
taurant. So we often hunt for noon- 
hour availabilities too. In some of the 
industrial cities, like Detroit and Mil- 
waukee, we've learned to gear some ol 
our schedules to the factory shifts." 

Although it doesn't happen often, 
Dick feels that one of the toughest 
things he has to do as a timebuver is 
to start decreasing a campaign because 
of a budget re-alignnient or a shift in 
strategy^ 

"It's a matter of 'buying in re- 
verse,' " he explained. "You have to 



do a complete evaluation job and rle- 
cide just what are the best schedules 
or slot to keep and which can be 
dropped, "^riiis is particularly tough if 
you know there's a good chance the 
client ma\ at '^ome time want to re- 
instate the air efforts being < ut." 

(This ]jroblem. incidentally, is com- 
mon to most timebuyers. A? another 
buyer told SPONSOR: "Spot broadcast 
ing is certainly the most flexible form 
of air advertising. You can expand in 
it faster than an)- other medium. But 
it s also subject to fast trimming. ' 
Sometimes, buyers pointed out. a 
schedule v\ ill go through several waves 
of expansion and contractions as think- 
ing fluctuates. It's one of the frustra- 
tions of a buyer s work that he or 
she may have to give up good avail- 
abilities only to be asked to get them 
back later often after it's too late.) 

Personal: Dick Bunbury is a bache 
lor, lives in Manhattan, but likes to 
get away to the country on weekends. 
He is fond of sports, either as a spec- 
tator in the Polo Grounds, Yankee 
Stadium or Baker Field (he is a Co- 
lumbia alumnus) or as a golfer out 
of town. But he has been, as he putx- 
it, "too busy this fall to enjoy much 
more in the way of sports than sprint- 
ing for taxis. " 

Bill ffiiiiiuiii. a quiet, soft-spoken 
New Jerseyite with a memory like an 
adding machine, is the radio-tv buyer 
at Lambert & Feasley\ He is gettine 
used to a new office at 430 Park Ave- 
nue, the agency ba^ing moved there 
a couple of months ago from East 
42nd Street. 

Bill feels that it s very important 
for tiniebuvers to do some moving of 
their own — away from the Madison- 
Park-Lexington Avenue circuit. He 
likes to get a first-hand look at the 
nation's radio-tv markets. 

"I travel around whenever circum- 
stances permit and I learn something 
new about markets, stations and loc;:! 
(Please turn to page 72) 
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g lie l\i< lifield Oil Corp. of .New 
r*peiuis o\er 9()'( of its < o-<»|) 
atUi'rtisiii'; hiidgel on radio and Iv. 

(-o-op adscrtisiiig solups tend to be 
ii> \ati(Nl as the l\p<'.s of coniijaiiies 
Nsliicli lunc llieiii. Hut it's safe to sa) 
Hitlifield |»la(c> unusually hea\y em- 
|)liasis on the air media in its to-op 
a(K ertiiinj;. 

I iider terms of the co-oi) |)hin, the 
tcfiional j;as and oil compaii) s|)lits 
costs S()-5() witli chstril)utors for racho 
in 50 markets, tv in eight markets. 
SPONSOR estimate;^ Rithfield's share of 
the co-op tal) will eost it about SlOO,- 
000 this \ear. That's approximately 
2.t'"»' of its total advertising ljudget. 

Here's how Richfield's co-op plan 
■works : 

1. Distributors choose media. Coni- 
pain does not try to influence media 
seWtion. 

2. Distributors choose programing. 
r{i<hfield, unlike some other com- 
panies, doesn't restrict co-op funds to 
s|)e<-ific t)pes of bu}s. like announce- 
ments. 

3. Commercials are standardized. 
All co-o|) air efTorts must use commer- 
cials |)re|jared by Richfield's agency, 
.Morev. Humm & Johnstone. Commer- 



FALL GERES 
Itll III IKI.It 

II \i>io < o>i>ii:ii< l Ai.s 

illlll IM IMtlH lai J»l«,flV\ 



< iais ilon l cost distributors a penn\ : 
the company foots the expense. 

" I he heavy reliant e on air media 
in co-op represents more than just dis- 
tributors' whim," says lien I'ollak, 
Richfield advertising manager. "Xews- 
|)a|)ers are used for the bulk of com- 
|»an\ -s|)onsored advertising. We run 
regular scliedules in about 200 |)apers. 

"l)istril)utors consciously try to 
arliieve a well-rounded ad schedule in 
their own markets by u.sing media dif- 
ferent from the compaiu '? choice. We 
don't try to influence distributors' me- 
dia choice. Hut we do want our mes- 
sages in many different media to get 
the maximum possible audience. So 
we make it as easy as possible for dis- 
tributors to use radio and tv." 

Richfield launched its co-op adver- 
tising plan in 1945. At that time, com- 
pany-sponsored advertising consisted 
largely of news shows over selected 
radio networks. Newspapers, therefore, 
came in for the biggest share of dis- 
tributor-financed advertising. 

About two years ago. Richfield 
switched from radio to newspaper 
schedules and its distributors turned 
to radio and tv. 

Some measure of the effectiveness 



Live commercials permit 
great variety at low cost 

All distributors who sponsor 
radio shows get kits of minute, 
30- and 15-second commercials 
prepared by Morey, Humm i 
Johnstone. Richfield believes it's 
important to use same commer- 
cials everywhere to maintain 
high copy standards. Favorite 
radio shows: quickie news, 
sports. Firm encourages spon- 
sorship of local sports events 
to gain status of "friend" to 
community, get prestige. 



of radio and l\ tan be judged front 
ihcfe fa<lsi 

1. .More and more distributors are 
taking advantage of the co-op pool. 

2. Special football and baseball 
giveawa) booklets are advertised only 
on radio and tv each season. Rich- 
field has offered these booklets for the 
I'ast few \ears, estimate^ it gives away 
close to 300,000 a season through its 
dealers at ])oint-of-sale only. "We 
think that's ])rett\ indicative of suc- 
cess," says I'ollak. 

How does Richfield sell its distribu- 
tors on the idea of co-op advertising* 
in the first place? 

The company allocates a certain, 
amount each year to its co-op fund, 
based on total annual sales. It then 
breaks down the budget by regions, 
according to each distributor's gallon- 
age sales. 

After the breakdown fs completed, 
Richfield lets its distributors know ap- 
proximately how much money is in 
the pool for their respective areas. 
Then it s up to the distributor to make 
the next move. 

When a Richfield wholesaler noti- 
fies the company that he wants to 
sponsor a certain show, or announce- 
ment schedule, the firm generally ap- 
proves the choice, provided the dis- 
tributor stays within his budget. It 
then sends the distributor a specially- 
prepared kit of radio commercials or 
|v slides, plus instructions. 

As far as the distributor's con- 
cerned, arranging for sponsorship is 
a relativeh simple proposition. Here s 
w h\ : 

News and sports shows have a prov- 
en popularitv with the market Rich- 
field wants to reach, male listeners., 
With few exceptions, therefore, dis- 
tributors choose these types of shows 
for sponsorship in their own areas. 

Richfield encourages distributors to 
ask local station personnel for advice 
on best time slots to use and for help 
in soKing other jiroblenis. There are 
few questions that can't be answered 
throu"h consultation with station man- 



IH.sf I'iliiif 4»r.«« c*li4»4».so 4»\vii iiio4lia, pro^raiiiiii^, il.se .staiKlardized (!4»Eiiiiiereial!%, i, 
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Service stations, distributors get information on ad plans, new prod- 
ucts from merchandising booklet, Richfield field reps (one of whom 
is shown visiting station above). Company officials also make frequent 



trips to meet new distributors (right). From left, H. G. Meyers, v. p.; 
B. N. Pollak, ad mgr.; F, H. Meeder, pres.; R. B. Machon. R. rear, 
J. R. Livingston, C., W. C. Thebaut; r. front, R. F. Glock, v. p. 



ageinent in the distributor's own city, 
says the company. 

After the distributor contracts and 
pays for aii air schedule — generally, 
the show runs for 26 weeks — he sends 
Richfield a receipted bill with aflRdavit 
of performance and the company re- 
funds 50%. Where a tv show is con- 
cerned, more than one distributor may 
be involved. To spread the cost, two 
or more often team up to underwrite 
a single program series. In such cases, 
the company reimburses each man in 
relation to his share of the total. 

Richfield has found that local air 
sponsorship on a co-op basis gives it 
several important "pluses'": 
• Dislrihulor, company get prestige. 



There's great local interest in comnm- 
nity sports events, such as Little 
League championships. Distributors 
usually grab the chance to sponsor 
such events, and community residents 
come to associate distributors— and 
the company — with such programing. 
In addition, the distributor gains a 
certain amount of prestige in his home 
town just because he sponsors any 
programing on a regular basis, says 
the company. 

• Community regards big company 
as "friend." After a while, Richfield 
becomes a familiar name in the com- 
munity, gains status as a "friend" 
rather than an impersonal, multi-state 
operation. 



• Air media give co-op plan flexi- 
bility. When special local events come 
up at the last minute, distributors can 
contact the compan\ , get approval and 
arrange all details for sponsorship 
within a day or two. 

• Radio can deliver message while 
driver's using product. Many radio 
news- and sportscasts are timed to hit 
the driver while he's going to and 
from work and listening to his car 
radio. This increases commercial im- 
pact. 

Speed, flexibllitfi: More). Humm & 
johnstone never loses sight of the need 
for speed and simplicit) in preparing 
(Please turn to page 90) 



FIRM CUTS COST BY USING NEWSPAPER CARTOON ARTWORK FOR TV SLIDES 

Announcer reads four-line poem while three cartoon slides are straight pitch. All cartoons stress extra power of new gaso- 
shown on screen, then goes Into hard-sell message. Cartoons line. Other slides, simple props are used In rest of corn- 
are good attention-catchers, make viewers more receptive to merclal to sell Richfield gas, oil and dealer checkup service 
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Thr Moniiiif! Sliinv. launched on CBS TV I'niil Dixon holds forth for an hour each 
last March, was revamped in August. Jack weekday afternoon on Du Mont. Record-pan- 
Paar, others, are available to give commercials tomime show sells in lO-minute segments 



Timif;Iil is relaxed, late-night variety starring 
Steve Allen. Show made debut on NBC TV 
in September, offers advertisers adult audience 




a km\ ffuide :: 



you wniit to know uioro about tlieso 
sliows^ lioro are facts ii'aloro 



^ uu re an erli^^er iiilerrsted in 
network tv. But you haven't got a lot 
of money for a faiicv niglittime show 
and network Iv is so tight jou can t 
find ihe kind of sh)t you want, anywa\. 

Moreo\pr, you're not rejdlv inler- 
e>li'(l in steady week- in and week-out 
exposure. \ on want more flexihility. 
for ocra-ioiial or la^l-iiiinute use; 

Then \ ou reinemher: W hat was it 
that fcHow from a l\ network was 
sayiiiiz ahout a inornin<; \vak("-u|j pro- 
gram (he other (htv? Wa-^n't he talk- 
ing ahout flexihility and moderate 
eosty Didn't he say the show rould 
he houglil in a hurr\ and that even 
part of a network could he hought? 

Vou set ahout rounding up the facts 
and here's what you find: 

lliere are ahout half a dozen par- 
tii ipalion shows on the tv networks to 
fil vour need. 1 he\ are not onK 



hy Lila Lee Sealoh 

wake-up programs^ like NBC TV's To- 
day and CBS TV's Morning Slioir — 
hut are slotted in the afternoon and 
evening as well. They offer advertis- 
ers the opportunity to reach a na- 
tional audience, or selected segments 
of such an audience, along with the 
freedom to huy one or as maiiv par- 

illllllllllllllllllllllllllllllllllllllllllllli 

progra ming 



licipali(Mis as desired, when desired, 
and with no minimum contractual ob- 
ligation in other words, flexihility. 
They enalvie an advertiser to engage 
the selling and endorsement services 
of a well-known star at a modest cost. 

Highl now. M5C TV offers four of 
llie shows falling into this catecorv : 



Today. Home, Tonight and Pinky Lee. 
CBS TV has the Morning Show, and 
Du Mont. Paul Dixon. 

The show-types run a gamut from 
comedy-variety and news to homeniak- 
ing and children's appeal, plus an off- 
heat disk jockey ^how which features; 
record pantoniinies (Paul Dixon). 

Since the show-types vary so widely, 
so do the audiences, and whether a 
sponsor wants to reac h working men 
or housewi\es, children or a sophisti- 
cated adult audience, he can find a 
participating vehicle that will do the 
particular joh. Today and The Morn- 
ing Shoic reach an all-family audience. 
Home is aimed straight at the house- 
wife who is interested in improving 
her home. Tonight is meant to tickle 
stay-np-late adults, Pinky Lee is de- 
signed to attract pre-teenagers. 

The stars available to deliver a spon- 
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bor's commercials on these shows are 
Dave Garroway on Today, Jack Paar 
and others in the variety cast of The 
Morning Show, Arlene Francis on 
Home, Steve Allen on Tonight, Pinky 
Lee and Paul Dixon. 

How much does it cost an advertis- 
er to get on these programs? If he 
wants national coverage and has somer 
thing over $4,000 in his pocket, he can 
buy a participating segment on The 
Morning Show or Tonight; $5,500 will 
get him on Today; ^^6,400 will open 
Home to him; $7,400 puts his message 
on Pinky Lee's stanza. These costs in- 
clude both gross time and program. 

On what basis does an advertiser 
buy these shows? If he invests in The 
Morning Show, he buys a five-minute 
segment with one-minute commercial 



Last-minute Christmas selling? 

You can order into any or all of the 
network participation shows practi- 
cally up to the day before Christ- 
mas. If you notify CBS TV by 4:00 
p.m. of any weekday afternoon, you 
can have your commercial on "The 
Morning Show" the next morning. 
To get your holiday message on 
"Today," "Home" or "Tonight," 
you need give NBC TV only 72 
hours notice (sometimes even less 
in an emergency). Flexibility is the 
keynote of these programs. 



time in each. There are five such seg- 
ments available each half-hour, 10 au 
hour. If a sponsor buys a schedule of 
segments, he generally does so on a 



(luttuating liasiti tu take advantage of 
audience turnover: that is, his mcs- 
i?age ma) a|)j)car one morning at 7:15 
a.m., the next at iirOO a.m., and again 
at still another time. I CHS es^timates 
that the average viewing time of this 
show is 1<") minutes.) 

On Today, Home and Tonight, NBC 
TV sells one-minute participations, 
four per half-hour. These participa- 
tions are sold within designated half 
hours rather than at specific times, 
depending partl\ on what coverage a 
sponsor desires. (For instance, an ad- 
vertiser who cares to reach only East- 
ern U.S. tan schedule his message in 
the 11:30 to 12 midnight portion of 
Tonight — which is telecast only in the 
Fast — and have no waste coverage.) 
{Please turn to page 100) 



IeREAR^ AVAILABLE NETWORK TV PARTICIPATION SHOWS 



>WE OF SHOW, NET, 
DAY & TIME 



COST 



RATING & COST-PER-1,000* 



CLIENTS AND AGENCIES 



IRNINC SHOW 

CBS-TV 

M-F 7-9 am 



AUL DIXON 

DU MONT 
M-F 3-4 pm 



TODAY 

NBC-TV 

M-F 7-9 cm. 



HOME 

NBC-TV 

-F 11 am-12 noon 



TONIGHT 

NBC-TV 

•F 11:30 pm-1 am 

'^'""imnmmim*"!* i i i 

'iKY LEE SHOW 

NBC-TV 
. M-F 5-5:30 pm 



5-miD. segment, with 1- 
min. comm'l time: $1,800 
to $4,140 for time & pro- 
gram (gross program cost 
per participation: $550) 



10-min. segment : 
(program only) 



1-min. partic: $2,200 to 
$5,500 for time & program 
(program cost per partic: 
$425 net. To go up to 
$525 on 1 Jan. '55) 



1-min. partic: $6,400 for 
time & program (program 
cost per partic: $2,082.50 
net) 



1-min. partic: $4,400 for 
time & program (net pro- 
gram cost per participa- 
tion: $1,240) 



7%-min. partic. with 1- 
min. comm'l: $7,400 for 
time & program (78 sta- 
tions) 



Nat'] Nielsen Tv Index, Average 
Rating (2 weeks ending 9 Oct. 
'54); 4..5. Cost-per-1,000 homes: 
$3.72 



(No figures available, 
being re-vamped) 



Show now 



Nat'l Nielsen Tv Index, Average 
Rating (2 weeks ending 9 Oct. 
'54) : 5.2. Cost-per-1,000 homes, 
same period: $3.35 



Nat'l Nielsen Tv Index, Average 
Rating (2 weeks ending 9 Oct. 
'54) : 5.7. Cost-per-1,000 homes, 
same period: $4.75 



Nat'l Nielsen Tv Index, Average 
Rating (2 weeks ending 9 Oct. 
'54: 5.9. (No cost-per-1,000 avail- 
ahle due to incomplete lineup dur- 
ing ihe above period) 



Nat'l Nielsen Tv Index, Average 
Rating (2 weeks ending 9 Oct. 
'54) : 12.0 Cost-per-1,000 homes, 
same period: $3.25 



PARTIAL LISTING: 

Lady Esther, Blow; Crane Co., Burnett: Monsanto Chemical, 
Gardner: Polaroid Corp... Doyle, Dane, Uernbach; R. J. Reynolds, 
(Winston) Esty: Swift & Co., McCann-Erirhson : Carter Prods., 
Bales; Florists' Telegraph Delivery, Grant Adv.; Int'l Harvester, 

Burnett 



i fWiTi.jililirjijULlilim. 



FORMER ADVERTISERS: 



Vitamin Corp., KFCC; River Brand Rice, Donahue & Coe; Schol 
Mfg. Co., Donahue & Coe; M-G-M, Donahue & Coe 



PARTIAL LISTING: 

Amer. Home Fds., Charles IT'. Hoyt: Armour & Co., John Shaw: 
Chevrolet, CanipbellEwald : Dow Chemical, MacManus, John & 
Adams; Grove Labs, Gardner, Harry B. Cohen; Mennen Co., K&E; 
Musterole Co., Eruin, Waser; Polaroid.. BBDO: Roto Broil, Prod- 
uct Services; Royal Typewriter, Y&R; U. S. Tobacco, Kudner 



PARTIAL LISTING: 

Cameo Curtains, Friend, Reiss: Cudahy Packing, Y&R; Curtis 
Publ., BBDO: H. J. Heinz, Maxon: James Lees, D'Arcy; Necchi 
Sewing, Cecil & Presbrev; Peerless Electric, Hicks & driest; 
Speidel, SSCB; Sunbeam Corp., Perrin-Paus: Dow Chemical, 

MacManus, John & Adams 



PARTIAL LISTING: 

Helene Curtis, Earle Ludgin: Peerless Electric, Hicks & Griest : 
Gen. Time Corp., BBDO; Polaroid Coro., Dovle, Dane. Bernbach: 
Dow Chemical, MacManus, John Adams: Chevrolet, Cawpbell- 
Eiiald: Cadillac, Campbell-Ewald ; Curtis Publ., BBDO: Northam- 
Warren, /. .][. Malhes 



PAST AND CURRENT: 

Gen. Foods, Jell-0, Y&R; Int'l Shoe, D'Arcx. Whlfaholl, Ko!y- 
nos, /. F. Murray; Gen. Mills, Sugar Jets, Esty 



■ figures are based on Xielsen's first October report. 
I r expect the ratings to almost double by JanuaiT- 
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WCSS says, "Yes, if eoiii]iii$r«!ial 
iipoii cleiiKiiistratiou or acting'" 



0P lie of llir iiiusl inipoilaiil pre-pro- 
ilin lioii steps in making a fibn coni- 
nicnial is llio >loi) board. Most agen- 
ric» lotia) nse aili-l's slor\ boards wilb 
iiiaiu as 30 tirawn frames for a 
miiuilc ( oinniercial. Vol ajienrynien 
find lb<"-e delaili'd bbic prints inade- 
ipiate a-i a basi- of comninnications 
witli c lients and producers. 
I be reasons: 

I. Cbciits often bave diiRculty vis- 
uab/inj: tbe finisbcd conunercial from 
tbe flat drawings. The agency may 
ba\e lo do a lot of selling and ex- 
I'ilaining to bel]) ad managers interpret 
tbe ^tor\ board. Even tben. tbe fin- 
i-lietl fdni often tnrns out differently 



from tbe way tbe client envisioned it. 

2. Independent fdm producers' bids 
ma\ fall into a ratber wide price range 
bt-cause of diflerences of interpreta- 
tion bere too. You may not know 
wbetber tbe producer is bigb priced 
or is assuming vou've called for elab^ 
orate production. 

From lime lo time agencies bave 
devised various tetbnif|ues for improv- 
ing slory boards. Some admen, for ex- 
ample, project slides of tbe drawn 
frames on a screen or waU, to give 
more of a fdm feeling to the story- 
board. 

Now DCSS has come up witb yet 
another solution to the storvboard 



problem: ihe "living" story board. In 
other words, tbe agency shoots a 
rough, low-cost film version of the 
commercial directly from the script, 
completely bypassing the drawn story- 
board stage. 

Other agencies have used systems 
like this in the past, although gener- 
ally as an intermediary step between 
the artists storyboard and the finished 
commercial. That is, theyAe used the 
technique to get test footage rather 
than to serve as a blueprint for a fin- 
ished commercial. For example, if a 
commercial required a tricky effect 
(e.g. use of a new distribution lens) 
the agenc\ would shoot test fjootage 



l-Um "roiiflh" cost $207, roughly the amount DCSS expected 
to spend for artist's storyboard. Cost was kept down because Albright 
(below I.) shot film himself, Dennis^tv copy v. p., wrote same script for 



rim as drawn storyboard, Actress Fesette's fee was not subject to 
SAG, Ayers' services (r.) as soundman were Included in camera 
rental, Pfeiffer (far r.) kept film editing and processing to- minimum 





$110 I $35 I $62 

CAMERA & STUDIO I ACTRESS I FILM & LAB 



Script cottferoiice: Writers Supple, Loveaire (I. to r.) discuss FiJilliiif/; Albright filmed Actress Fesette against plain backdrop, 
"living" storyboard with V.P. Dennis and Production Head Albright improved girl's handling of the product for filming of commercial 




before going into actual production. 

The DCSS tv and radio department 
has taken the "living" storyboard one 
step further, using it as a substitute 
for the artist s stor) board. One advan- 
tage of the technique according to 
Rod Albright, DCSS supervisor of tv- 
radio production, is reduction of dif- 
ferences in interpretation. 

"The best way to get a client to vis- 
ualize his finished commercial." sajs 
Albright, "is to show him the action 
on film. We've found a way of pro- 
ducing such film storyboards for 
roughly the same price as an artist s 
storyboard."' 

The firit commercial for which 
DCSS produced a "living'" stor) board 
was a fihn demonstration of Interna- 
tional Laytex Corp.'s Playtex Haircut- 
ter. This minute film storyboard cost 
some $200 — or, about the same 
amount DCSS expected to spend on a 



storyboard that was drawn. 

Here's how DCSS made the film 
rough of the Playtex Haircutter com- 
mercial : 

1. Frank Dennis, v. p. in charge of 
tv and radio copy, gave Albright the 
commercial script. This script was no 
more nor less detailed than the usual 
script, which is given to storyboard 
artists. 



uiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiy 

commercials 




2. Albright then went to Kin-0- 
Lux Film Co., photographic labora- 
tories, and rented a 16 mm. sound 
camera at S20 an hour. This camera 
rental fee included the services of a 
soundman. Albright shot the film him- 
self, since he was mo t familiar with 



the cop) ideas and the storj . 

3. DCSS also rented a studio at S50 
for one afternoon. (However, since 
film storyboards don't require settings 
or fancy props, some agencies have 
done the shooting right in their own 
offices. ) 

Ihe talent fee for actors depends, 
of course, upon the arrangement be- 
tween the agency and the individual 
actors in\ol\ed. Since the film story- 
board is not to be used on the air, 
these payments fall outside SAG reg- 
ulations. In the case of the Playtex 
Haircutter film. DCSS paid the actress. 
Doris Fesette. S3.5 because Albright 
took up her entire afternoon to shoot 
two one-minute films. 

1 he entire cost of the film stock \\a- 
S25. There are 36 feet of film to 60 
seconds of 16 mm. film. Albright 
shot about 500 feet at a cost of .5;- 
{Please 'urn to page Bo) 
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Ilie epicure market 
with radio news 



Boston show liuilds traffic for company 
stores, tests items for nsitional sale 




P!rm tests puii of radio with special weekly price 
offers. Newscaster Charles Ashley inspects in-store 
merchandising display which ties in with show 



he S. S. Pierce Co. is well known 
ihroughoul the L'nited Stales as an 
importer and wholesaler of foods for 
the epicure trade. Its 6,000 grocery 
and delicacy products range from Em- 
bassy Marrons Glace to Green Turtle 
Consomme. 

S. S. Pierce radio adxertising isn t 
l)uilt on the usual womens-program- 
ing participations favored bv grocery 
firms. To sell its food product* S. S. 
Pierce hu\s 15-minute news three days 
ii VNcek o\er \\ EEl, Boston. 

The Boston compaii) w ants to reach 
a hroad, though (|uality-conscious au- 
dience. Here are some of the results 
itV gotten with the Charles Ashley 
"Sens at 7:30 a.m.: 
• \n offer for an oO-page booklet 
phi'" a nnsterious "surprise" (free) 



drew over 3.000 requests. 
» A special price deal on a four- 
pound tin of chicken brought 1,250 
-ales— or $2,025. 

# When strawberry jam was pro- 
moted on three shows, sales for the 
week went up 1,000 jars over the 
same period the previous year. 

Although Pierce has nationwide dis- 
tribution through specialty food stores 
and department stores as well as super 
markets and "associated" stores, it 
^pends 25^' of its total budget for a 
Bo.ston-area radio show. It goes heavi- 
ly into just one market rather than 
treading softly in many because: 

1. Boston is the Pierce firm's "coun- 
ty seat," the place where it made its 
reputation. The city accounts for a 
higher proportion of sales than any 



Pierce, national firm, spends 25% budget for WEEI. Boston show. Below, Sydney Zanditon, 
Pierce sis. mgr.; Eugene MacArthur, Cabot a e; Wallace Pierce, Pierce v.p. (I. to r. | 




other single area in the country. 

2. In Boston and West Hartford 
Pierce products are sold directly 
through Pierce-owned retail stores. 
Often the firm wants to lest a specific 
product before launching it national- 
ly. When it promotes the product on 
radio, it can check sales response im- 
mediately in its own stores. 

The S. B. Pierce Co. actually rep- 
resents four difTerent operations rolled 
up into one. It's an importer and 
wholesale grocer carrying: (1) a com- 
plete line of standard pantry items; 
(2) gourmet products: (3) male- 
appeal items like tobacco, wine, liquorj 
(4) miscellaneous consumer goods — 
cosmetics, candy. 

Over two }ears ago. Pierce execu- 
tives met with their agency, Harold 
Cabot & Co., Boston, to reevaluate 
their ad program. Pierce knew it 
wanted to buy into radio. But it 
wasn't sure exactly what kind of show 
would lie most effective. 

Out of this meeting came die de- 
cision to spinisor a news jjrogram 
llere s the reasoning behind the clioice 
(),f this show over more t\pically 
w oman-ajjpcal \ chicles, *uch aj> a cook-, 
ing program: 

ICven in Pierie's line of basic food- 
stuffs, the eni|)ha.-is i? on quality. Xatu- 
lalh. prices tend to be slightly higher 
{Please turn to pas.e 1181 






* 



PARTS 

S THROUGH T 



Rapid scanning' of Tv Dictionary /llanclbooic 
afforclai working knowlcclg'c of iv's many facets 

sponsor's Tv I)ictio)iar y J Handbook is more than just a place to 
look up iinfamiliar indnstnj terms. Scanning of this reference 
work affords a working k)ioivledge of the nuuiy facets of tv todaij. 
Compiler: Herh True, advertising asst. professor, Notre Dante. 



(continued) 



STEP IT UP Increase the volume of 
the mikes or pace or tempo of a show, 
its action or its music. Note the dif- 
ference from pick it up or increase in 
tempo. 

STET A term borrowed from the 
printing trade which means "let it 
stand." Used in tv to describe stand- 
ard opening and closing of a program 
which is the same each time the show 
is aired, such as "stet pattern." 

STICK A PIN IN IT Instruction for 
"The final camera rehearsal was per- 
fect; there will be no changes before 
the air show." 

STICK WAVER The musical director 
or orchestra leader. 

STILL ( 1) Photograph of a scene from 
a show or of the show's leading per- 
sonality or of some aspect of produc- 
tion. (2) Any still photograph or oth- 
er illustrative material that may be 
used in a telecast. 

#TING oi STINGER A sharp and em- 



phatic music accent or cue to empha- 
size the visual action. 

STOCK Unexposed negative or posi- 
tive film, 

STOCK SHOT A film clip, usually a 
standard sequence "out of stock" as 
contrasted with a film made expressly 
for the use at hand. Ordinary sub- 
jects from film libraries, such as "trop- 
ical seashore" or "busy street intersec- 
tion" 

STOP Size of the iris in tv camera 
lens, which is adjustable to admit more 
or less light. 

STOP MOTION Film taken by expos- 
ing one frame instead of a number of 
frames at a time. Object or objects 
are usually moved by hand a fraction 
of an inch for each exposure accord- 
ing to a predetermined pattern. 

STOP THE SHOW Applause or laugh- 
ter from a live or studio audience that's 
so prolonged that the planned tv 
events are obliged to halt momentarily. 

STORY, SCRIPT or SCENARIO EDITOR 

Manager of tv department responsible 
for finding, selecting and adapting 



stories suitable for use by the individ- 
ual sponsor, station, network. 

STORY BOARD A set of drawings used 
to show sequence of a tv idea, show, 
spot, film. Idea being to have one 
drawing for every change of action or 
scene, usually including both pictures 
and script. 




STRAIGHT READING Delivering or 
reading material or lines naturally, 
without undue emphasis or character- 
ization. 



STRAIGHT UP 

— timing. 



Tv show is on the nose 



STRETCH Instruction given to cast or 
crew to slow down pace of show to 
consume time. 

STRIKE or STRIKE IT To dismantle or 
take down set, props, etc. and to re- 
move them from the area. 

STRIPS Vertical light strips. 

STUDIO A room for the production 
of tv or radio shows, which in its con- 
struction embodies electrical accom- 
modations, acoustical elements, and is 
suitably equipped with lights, cameras. 
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iMiciophones, grid and one or more 
control rooms. 

STUDIO or STAGE DIRECTIONS Always 
given in terms of the talent's right 
and kit as he is standmg or seated 
or a:i he faces the iv camera. 

STUDIO COORDINATOR Station indi- 
vidual who combines and directs all 
non-encine ring elToits and work. 

STUDIO MOTHERS Mothers of juve- 
nile tv talent. Like stage mothers, only 
sometimes perhaps more so! 




STYLE To invite applause from live 
or studio audience with hand gesture, 
or holding up cards not seen on cam- 
era, 

SUB-TITLE Title inserted in a tv show 
or film to elucidate or advance the 
action or argument. 

SUPER-IMP, SUPER-IMPOSE or SUPER- 
IMPOSITION The overlapping of an 
image produced by one camera with 
the image from another camera. 

SUPER-SYNC A signal transmitted at 
the end of each scanning line of the 
IV picture which synchronizes the op- 
eration of the television receiver with 
that of the television transmitter. 

SUPPLEMENTARY STATION One not 

included in the network's basic group. 

SURFACE NOISE (1) Caused on a tv 
set by dirt on floor, props and furni- 
ture not being secure. (2) Noise caused 
by the needle passing in the groove of 
a transcription. 

SUSTAIN To keep it going, generally 
a musical term 

SUSTAINING PROGRAM Unsponsored 
show. 

SWEEP il> Cur\ed pieces of tv scen- 
ery. '2) Method by which one Balop 
card replaces another by gradually 
covering top to bottom, bottom to top. 
or from side to side. 

SWELL Direction to sound or music 
to momentarily Increase volume. 

SWITCH or CUT A change from one 
camera, lens or camera angle to an- 
other. 

SWITCHER A control room enginerr 
whose job it is to switch from one pic- 
ture to another on orders f'om the 

4< 



tirejlLi' or t chnical director, or in 
other inst..nces, the technical director 
does the switchins himself. The switch- 
er also on occasion sets the brightness 
and contrast of the picture. 

SWIVEL THC BOOM To move boom off 
its axis to ons side or another. Ussd 
when it is not practical to dolly or 
truck. Term usually applied to Fear- 
less or Sanner Dolly. 

SYNC (1) Slang for synchronization 
of two or more stations to one wave 
Lnglh. (2) The simultaneous ending 
of several shows .so that all elements 
of a station or network are ready to 
go with the next forthcoming show. 
(3i When both the horizontal and ver- 
tical scanning at the receiver are in 
step with the scanning at the pickup 
camera. (4) To adjust the sound track 
of a film to the picture in editing so 
that whenever the source of a repro- 
duced sound is shown visually on the 
screen, the time relationship between 
sound and picture appears natural. 
*5) To secure in projection the rela- 
tionship between the sound and pic- 
ture of a film or kine Intended by its 
makers. (6) To maintain synchronic 
perfection between the scanning mo- 
tions of the electron beams and the 
camera tube and in the cathode ray 
tube in the receiver or monitor. 

SYNCHRONOUS MOTOR A type of al- 
ternating current electric motor in 
which the rotation of the armature is 
automatically locked to the frequency 
of the power supply, which in central 
generating stations is in turn deter- 
mined by a clock motion of a very high 
order of accuracy. For most practical 
purposes, including film drive, a syn- 
chronous motor insures constant speed. 

SYNC ROLL Vertical rolling of a pic- 
ture on transmitted signal usually on 
switch-over to remote pickup when 



circuits at studio and remote are not 
synchronized. 

SYNCHRONOUS SPEED The rate oi 
film travel of synchronized souna ana 
picture cameras, which must be identi- 
cal with the standard rate of projec- 
tion In order that recorded sounds 
should be reproduced at the right 
pitch and recorded actions at the right 
tempo. Synchronous speed for 35 mm 
film is 90 feet per minute, and for 16 
mm film 36 feet per minute, the pic- 
ture repatition rate being 24 frames 
P3r second in both gauges. 

SYNDICATOR Seller, and in most cases, 
distributor, of a film program series to 
a group of markets. 

SYNOPSIS (1) First stage of tv com- 
mercial, program or story written in 
action sequences, but without full tech- 
nical data, directions for continuity or 
script. <2) A summary of a completed 
tv show prepared for publicity pur- 
poses. 

SYNTHETIC DISTORTION To impart 
by various techniques a seeming ir- 
regularity to lines and surfaces that 
are actually smooth and rectangular. 

T 

T Aii abbreviation for time when 
used in connection with the number 
of times, i.e., 1-T. 

TACHOMETER A speed-measuring de- 
vice. Tachometers are often fitted to 
cameras equipped with "wild" motors, 
so that the operator can assure him- 
self that the camera Is running at the 
desired speed or take steps to cor- 
rect it. 

TAG LINE The final speech of a tv 
scene or play exploding the joke, or 
i Please turn to pai^e 96 i 




DICTIONARY SOON TO BE OUT IN BOOK FORM 



After the fiiuil iii^lnllinenl of SPOV- 
soijV T\ Ditlioiiar\ /Handbook ap- 
peals ill the ].3 December i>-iie. ib.c 
lbou>aiid> of key iiulu-lry term- it 
(■oiilaiii> will le reprinted in book 
form, 'llii- book will lepre-cnt tlie 
mo-t eomplete record of television 
terminology toda\. It is de>ig7ied 
for voiir eonvenieiice as a lumd\ 
lefereiice uork. Ct>-t \\\\\ be S2 a 
(•op\ . ^ oil may reserve your copy 
iio\N 1)\ uritins; to Sponsor Ser\iee' 
Ine.. 40 Ea-t 19 St.. Xeu York 17. 
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TV DICTIONARY'S COLOR LANGUAGE 

Special section of SPONSOR'S dictionary/handbook gives 
basic knowledge of color terms, production terminology 



COLOR It is in everything we see; it 
identifies form; it is everything from 
white to black Inclusive — every hue, 
tone and value. It is a conscious sen- 
sation in terms of three major attri- 
butes: 

Brightness or Luminance A measure of 
the light intensity radiated or reflected 
from objects. 

Hue Indicates the fullness of a color 
family — its most intense value. It is 
the most characteristic attribute of 
color and determines whether the color 
is green or red or yellow. 
Saturation Is freedom from dilution 
with white or that element which dis- 
tinguishes strong colors from pale col- 
ors of the same hue; as red from pink. 

^ ^ ^ 

ACHROMATIC Colorless, lacking in 
hue and saturation. A group of colors 
which vary only in lightness or bright- 
ness. 

ACUITT Ability to distinguish sensory 
impressions clearly, especially when 
stimulation is low. 

AFTERIMAGE Prolongation or renew- 
al of a sensory experience after the ex- 
ternal stimulus has ceased to operate. 

ANALOGOUS COLORS Colors closely 
related to each other, next to each 
other on the color circle, such as blue, 
blue green, green. 

ATMOSPHERIC COLOR Effect produced 
by color which gives a feeling of airi- 
ness and space, A color such as sky 
blue is said to be atmospheric. 

BRIGHT A term applied to vivid, in- 
tense colors, such as orange or sun- 
flower yellow; opposed to dull or dark. 

BRIGHTNESS (1) The attribute of a 
film color or an illuminant color rang- 
ing from very dim to very bright. (2) 
Brightness or luminance: A measure 
of the light intensity radiated or re- 
flected from objects. 

CAST A perceptible tinge or inclina- 
tion of one color towards another, as 
in the color of sulphur, which is a pale 
yellow with a greenish "cast." 

CENTER OF INTEREST Some feature 
of particular interest in a painting or 
a display on which attention is focused, 
with all other details made subsei-vient 
to it. Color values diminish in inten- 
sity away from the dominant center of 
attention. 



CHROMA, INTENSITY or PURITY These 
three terms are used to differentiate 
pure, intense colors from those that 
are grayed or neutralized. For instance, 
the color poppy red is of strong chro- 
ma, being a vivid or pure orange-red, 
whereas brick red is of weak chroma, 
as it is a neutral or grayish-red, lack- 
ing in intensity or purity of color. 

COLORIMETRY (1 ) Science which deals 
with the specification and measure- 
ment of color. It is based on Young's 
three-color theory that the sensation 
produced by any one color can be 
matched by a proper mixture of three 
fundamental colors called primaries. 
Colors are also distinguished in color- 
imetry by hue, brightness and satura- 
tion, the last quality referring to vivid- 
ness of hue. Colorimetry, making use 
of tristimulus values, gives quantitive 
meaning to these three variables, 
which can be represented by chroma- 
ticity diagrams. (2) A method of de- 
termining quantitatively the extent of 
chemical reactions by means of corre- 
sponding color changes in indicator 
dyes. Using a controlled light source 
and photocell unit, the changes in 
over-all transmission of solutions may 
be studied. Changes in specific wave 
lengths may also be ascertained by 
using selective filters. 

COLOR CIRCLE The closed finite sys- 
tem of hues including red, orange, yel- 
low, green, cyan, blue, purple and 
magenta which is characteristic of 
trichromatic vision. 

COLOR RESPONSE In photography, the 
relative magnitude of the photo-chem- 
ical reaction of an emulsion or system 
of emulsions to light of different wave 
lengths falling within the visible color 
spectrum. 

COLOR TRANSMISSION To produce 
electronically color images or signals 
which can be received on a color tele- 
vision set. 

COMPATIBLE The satisfactory recep- 
tion of black-and-white pictures from 
signals broadcast in color on mono- 
chrome receivers without alteration. 
Also aspect of compatibility relates to 
the satisfactory reception of regular 
black-and-white monochrome signals 
on color receivers without alteration. 

CO.MPLEMENTARY COLORS (1) The 

colors which result from subtracting 
in turn the three primary colors from 
the visible spectrum. Technically the 
three complementary colors are there- 



fore red or minus-green < magenta), 
blue or minus-red (blue-green or 
cyan) and minus-blue fyellow). (2) 
A pair of chromatic color stimuli 
which, when mixed additively, give 
rise to an achromatic color. Psy- 
chologically speaking there are four 
primary colors: red, yellow, green 
and blue. For the artist working with 
pigments there are three primary col- 
ors: red, yellow and blue. For the 
color photographer there are three al- 
so, but remember the artist gets his 
colors through mixing pigments and 
the photographer through mixing 
light. 

COOL COLORS Any hues in which 
blue predominates. The term "cool" 
is applied because of the association 
with water, ice, sky. 

DARK Low In value; opposed to light 
colors. Usually refers to shades to- 
ward black. 

DEEP A term applied to intense or 
strong colors with no apparent pres- 
ence of black, such as ultramarine 
blue. 

DIFFUSED LIGHT Scattered or dis- 
persed light of a somewhat even de- 
gree, such as that seen through a 
ground glass. 

DOMINANT COLOR An outstanding 
color: one that predominates; some- 
times called a key color. 

DOUBLE SPLIT-COMPLEMENTARY This 
harmony embraces four points of the 
color circle. The two neighboring col- 
ors to yellow (orange and yellow-green) 
may be combined with the two neigh- 
boring colors to violet (purple and 
blue- violet) . 

DULL A term applied to colors that 
have a grayed or neutral quality, or to 
neutralized tints, such as dusty pink, 
dusty blue. 

ELEMENTARY COLORS Hues that seem 
to stand out as distinctive from other 
hues — red, yellow, blue and green. 

FIELD SEQUENTIAL SYSTEM The in- 
compatible color tv system originally 
approved in 1950 by the FCC and now 
replaced by the present compatible 
system. 

FILM COLOR Color seen as a soft, 
non-substantial, indefinitely localized 
and texture-free film. For example, 
the clear sky. 

FIXATIVE A thinned or diluted var- 
nish, which is usually applied to ren- 
derings in charcoal, crayons or pas- 
tels and sprayed on by means of an 
atomizer. The purpose is to prevent 
colors from rubbing off too easily. 

FOCAL POINT (See Center of Inter- 
est.) 

i Please turn to page 108 1 
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Tv (liciionary inspires cartoons 




Caiiioraiiiaii's iiiia$»'iiiatioii atlcls levity 
to SPOi\SOU*s toeliiiical tv toriiiiiiol«j»\v 

sponsor's tv clictionar) vliows tlie >-t*ri(>u!- side of the tele-vi- 
sion business. But recently t\ cameraiiiaii liudd\ Orrell 
at WFMV-T\'. Greensboro, began thinking that the 
funin side of life at a tv station 
deserved some attention, too. He 
and Corner R. Lesch, |)ro- 
gram director, got to talk- 
ing one da\ and the 
result was the cartoons 
on tliis page. Man\ 
station people wil 
recogni/e situations 
like the one depicted 
at the bottom of the 
pa'je a: hav ing Irue- 
to-l!fe parallels. * * * 
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Two of the biggest drawing cards in show business are now back to 
back on CBS Radio five nights a week: 

THE BING CROSBY SHOW at 9:15 pm EST-fifteen minutes of 
songs and talk by a man with apparently no limitations whatever. 
Even with his feet on the desk, he can sing rings around just about 
everybody, and his interests (and guests) have the same wide range 
as his voice. Followed by: 

THE AMOS 'N' ANDY MUSIC HALL at 9:30 pm EST -prac- 
tically a full half-hour (there's the news at 9:55) with America's classic 
comedy team, now holding a musical court with their guests, in the 
Mystic Knights of the Sea Lodge— George"Kingfish"Stevens, proprietor. 

Together, these shows are exactly what people want from radio this 
time of the evening . . . something relaxed and informal, to keep them 
company whatever they're doing, wherever they happen to be. Out in 
the kitchen. Upstairs. In the living room, workshop, car. 

Scheduled back to back, Bing and Amos 'n' Andy build audiences for 
each other. And scheduled five nights a week, they accumulate audiences 
quickly. So these shows also fit in perfectly with what more and more 
advertisers want from radio: vast numbers of different people to talk 
to, at costs that make good sense. 

.urn up every 
i^riday night 
Ha die Network 





In the 
SOUTH'S 



POPULATION 

1940 . 88,415 

1953 . 197,000 

RETAIL SALES 

1940 . $ 20,251,000 
1953 . . $184,356,000* 
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RANKS 92nd IN EFFEC- 
TIVE BUYING INCOME 

HIGHEST PER CAPITA 
INCOME IN LOUISI- 
ANA 

WORLD S MOST COM 
PLETE OIL CENTER 

CHEMICAL CENTER OF THE SOUTH 
DEEP WATER PORT 



To sec your sales reach their 
greatest heights in tliis rich 
petro-chcmical market, select 
WAFB-TV. the only TV sta- 
tion in Baton Rouge, with 
programs from all 4 networks, 
and our own highly-rated 
local sliows 

Tom E. Gibbens 
Vice Pres. A Gen. Mgr 



Adam J. Young, Jr., Inc. 
National Representative 



*f^U Baton Rouge Parish, Surtty 
of Buying Power, i9)4 




i Continued from jxige 11) 

Irifying, no pim intended. I belie\e tluit I mentioned last 
Aj)ril when I got my color ^et tlve woiidei inent exj)res>-ed hy 
nil mend)ei & of the fnmily the rir>t time they >iiw n familiar 
food paekage in color. Reeently, 1 had the opportunity of 
seeing a Snnhcani aj)j)lianee frying a couj)le of eggs in color. 
Add the andio deserij)tion {)lns the sizzle to the golden cen- 
ters of those eonmionplace ohjeets and you have the \ery 
meaning of the nuich used advertising phra-e — ta>te ai)i)ea!. 
I defy anyone regardless of how reeently he has gorged, not 
to liek his lips when looking at food co])v well done on 
color tv. 

Shortly, thereafter I saw the very same commercial mi 
black-and-white on tv. X^'^hat a difference! That's what's so 
very very smart ahont NBC's trick of denion.strating color 
t(de\ i.-ion adjacent to black-and-white rece[)tion. Iii-idions 
hut effective and factual! 

Imagine if nil the spot tv you .-aw toda\ were in color — 
LD.'s, ehainhreaks as well as minnte^. What added impact 
and >ales apj)eal we'd have at our di>j)0sal for a thousand 
products. Those who saw the Oldsmohile connnercials in 
color recently could only have marveled at the beauty of the 
ear — a red convertible done live wa> far more stunning tlian 
anything I've ever .-een in magazines — more depth, realism 
and. of cour>e, the camera tnoretl, 'n\>'n\o and around the ear 
as did the people. Then eanie as dramatic a piece of com- 
mercial fdm a> I've seen. Xot too brilliant a concept per- 
haps^ — hut what color did for the idea! A series of Olds' in 
two tones of blue j)eeled off one at a time from a line stand- 
ing on the ])roving grounds. Maybe there were 30 of "ein. 
all identieal. Wliat an effect! 

And here's >omething as exciting as Space Fannie^: al- 
most as ind)elieval)le. too. On October 22. Cro>by Enter, 
prises took an ofT-the-air color tape of the Bob Crosby >hov\; 
colorca?t. The co>t came to the ridiculous figure of S28 and 
the whole job was done from a home color receixer. As \ 
understand it, the duality of the footage is snj)erb rej^rodne- 
ing jK'rfectK' the fdm as well a> live j)ortions of the •^how- 
and-commercials. Color jirinls are cxj)ected to cost in the 
neighborhood of S8 per half hour >how. 

So. you .-ce. it's rather comforting to attend meeting> like 
tho-e mentioned aboxe and hear the ^ubjeet \cer towaril 
t\'- lack of color, lend- to make one feel >nnig. A bit 
it( In . too. * * * 
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T. I story hoard 

A column sponsored by one of the leading film producers in television 

S A It It A 




NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 



The dramatic contrast of black and wliiie is emiiloyed with striking elicit in this 20- 
.sccond connnercial by Sarra lor Pond's new hand cream, "Angel Skin." The visual- 
ization is simple and powerfid, as a woman's graceful hands come in on a black back- 
ground and display, tiien ai)ply the product. Accompanying narration tells how 
"Angel Skin" is medically suited to women's hands and actually hmh chapped skin. 
I'roduced by SaiTa for Pond's Extract Co. through J. Walter Thompson Company. 

SARRA, Inc. 

New York: 200 East 50th Street 
Chicago: Jfi East Ontario Street 




Sarra uses imaginative, eye-catching animation throughout this lively series of 20- 
.second commercials for Musselman's "Pennsylvania Dntcii " .\pple Sauce and Fruit 
Pie Fillings. A Pennsylvania Dutch family adds the homemade tcnich as it apjietizingly 
illustrates the delicious use for the products. The narration tells tliat Slusselman 
products arc "wonderful good and your best bnx." A cleligiuful series by Sarra for 
C. H. Musselman Co. through I he Clements Company, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago; 16 East Ontario Street 




A new product gets a rousing scndofi in this new series l>y Sarra for |ane ^Vilson Pan 
Pac meat pics and meat products. Strong Package Identification and "How-to-Use" 
are the points stressed through the use of animation and li\e ])hotograpbic techniques. 
Highlights are mouth waternig shots of the product l>eing served. The viewer is told 
that, "tJie new Pan Pac method keeps food fresher than fro/en. eliminates the need for 
refrigeration. Just pop in a pre-heatcd oven and serve." Produced l)y Sarra for \Vilson 
and Co., Inc. through Necdhani. Louis & Hrorby, Inc. 

SARRA, Inc. 

New ^'ork: 200 East 56th Street 
Chicago: 16 East Ontario Street 



Sarra went to the Rocky Mountains to fdm the magnificent backgrounds for tins 
unusual and elfective series lor Coors lieer. As the product is popjjed in over shots of 
clear mountain springs, die narration tells that Coors Beer is more refresliing and 
better because it's brewed with pure Rcjcky Moinitain Spring water. Strong bottle 
and cap identification is enipliasi/ed throughout. An inspiring musical theme ac- 
companies the visualization in this liighly creative series. Produced by Sarra for 
Adolph Coors Company through Ripjjey. Henderson, Kostka &: Co. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




29 NOVEMBER 1954 



53 





I. \eiv stali^ms an air* 



CITY & STATE 



ATLANTA, Go. 



JPOKANE, Wosh. 



CALL (CHANNEL 
LETTERS ND 



ON. AIR 
OATE 



ERP (kw)** Anienna 
I Visual ((!)••• 



NET I STNS. 

AFFILIATION • 'J K AIR 



SETS IN 
MARKETt 
1 000 1 



PERMITEE/i MANAGER 



WQXI-TV 36 



KREM-TV 



21 Nov. 



4 Nov. 



100 



440 



781 



WAGA-TV 475 vhf 

WLWA 

WSB-TV 

KHQ-TV 83 vhf 
KXLY-TV 



Robert W. Rounsavllla- 
Kobert W. Rounsaville. 

ores. &. 9cn. nur. 
P«ul B. Grim, chief eng, 



Louis Wasmer 
Louis Wumer. iiret. 
Robert Temple, gen. mgr. 
Ralph Meador. chlfef eng. 



II. Ac'if const I'ut'tioii pwinits' 



REf 



CITY t STATE 



BLUEFIELD, W. Va. 



LITTLE ROCK, Ark. 



PASCO, Wash. 

TOLEDO, Ohio 
WASHINGTON, D. C. 

WASHINGTON, N. C. 



CALL CHANNEL DATE OF 

LETTERS ND GRANT 



ON AIR 
TARGET 



ERP (kw)** Anienna STATIONS 
Visual ((I)**" I ON AIR 



SETS IN 
MARKET1 
1 000 1 



PERMITEE 4 MANAGER 



WHIS-TV 



n 



29 Oct. 



3 Nov. 



50 1,225 None 



NFA 



316 1,736 KARK-TV 77 vhf 
KATV- 



KPKR-TV"! 19 



3 Nov. 



WTOH-TV 79 20 Oct. 
WGMS-TV 20 21 Oct. 



WRRF-TV 



27 Oct. 



10 

166 
188 

251 



910 None 



NFA 



420 WSPD-TV 297 vhf 

520 WMAL-TV 636 vhf 
WRC-TV 
WTOP-TV 
WTTG 



480 None 



NFA 



III. Sew nppficfff ioii.v 



CITY & STATE 



FAIRBANKS, Alaska 

MAYAGUEZ, P. R. 

NEW BERN, N. C. 
RAPID CITY, S. D. 
TUPELO, Miss. 



CHANNEL 
NO. 



DATE 
FILEO 



ERP (kw)* 
Visual 



Antenna 
((t)*** 



ESTIMATED 
COST 



ESTIMATEO 
1ST YEAR 
OP. EXPENSE 



TV STATIONS 
IN MARKET 



RAOl 
REP 



Daily Telegraph Pointing' Katz 
Co. 

Jim H Shott. v.p. 
P. T. Flanagan, -gen^ 
mgr. 

Arkansas Television Co. 

August Engel. pres. 

Henry B. Clay. eiec. v.p. 

B. G. RotaortMHi. set. 

W. H. Bronson. ehmn. bd. 

(KTHS. Hot Springs, 
Ark.. o»ns *2'o; Ar- 
kansas "Demoerat" 
owns 32°i>: Nat'l Equi- 
ty Lllo Ins. owns I6<>,>,) 

Cascade Bcstg. Co. 
A. W. Talbot, pres. 
Thomas C. Bostie. v.p. 
Frank E. Mitchell, v.p. 

Woodward Bcstg. Co. 
Max Dsnos. pres. & treas. 
Jacob Kellman, v p. L itt. 

Washington Metropolitan Good Mi 

Television Corp. 
Morris Rodman, pros. 
M. Robert Rouert. v p.i 

gen. mgr. 
Irwin Gieger. v.p. 

North Carolina Tv Inc. Walker 
W. R. Roterson. pres. 
H. W. Anderson, v.p. 
William S. Page. sec. 



APPLICANT 



AM I 
AFFILIA. 



11 



13 

3 
9 



22 Oct. 

21 Oct. 

22 Oct. 
20 Oct. 
27 Oct. 



3 kw. 

15 kw. 

101 kw. 
I'/i kw. 
27 kw. 



— 5P 

505 ft. 

466 ft. 
230 ft. 
372 ft. 



$133,824 

$20,000^ 

$248,496 
$74,816 
$143,753 



$135,000 

$120,000 

$105,000 
$150,000 
$91,992 



KFIF"* 

None 

None 
None 
None 



Northern Tv tnt. 

A. G. Hiebert. pres. 
J. M. Walden. v.p. 

B. J. Gottstein. trtas. 

Supreme Bcstg. Co. 
Chester Owens, pres. 
George Mayoral, v. P. 
Robert Joltert, sec. 

Nathan Frank 

(Frank owns WHNC. 

Henderson. N. C.) 

Black Hills Best. Co. 
Holen Ouhamel. pres. 
Peter Ouhamel. v.p. 

TuPelo CitiJens Tv Co. 

treas. 
Frank Spain, mgr. 
Joseph Petit, chirf eng. 



KOTA 



BOX SCORE- 



f . 5. stations on air, inci 
lliiniilii/ii and ilasha (28 

\()(. ol 

Mttrkvts coirred 



2 /.V 



I'ost-jreeze c.p.'s granli-l (ex- 
rinding 31 educational grants; 
20 \oi. ol) 
Grnntecx on air 



Ti homes in I'. S. (1 Sept 

•5 0 ;M. 1*7 1.0005 

.>77' CS. homes u-ith tv sets (1 

:{0I Sept. "54) fiG%§ 



*noLh ncMT c p.'» irul ftAtlocu colnc 'in Ihi- ilr ll»lc<I here are thwr i\hlrh nrturrprt between 
23 t>'L nntl N"* or ■«> »lu<h Inrornutlon r<ml.| bo otttnlrittl In Ihtt i>or|.>il S .iil<m*. art 
corulJcreiJ lo b« on th« air wliei) routnu-niJl uuetailun stvU. *'KfTc<tho ratUaied pdHdr Aural 
power uiually Ig one-half the vliual |>os\cr '"Antenna hclcht above averacc t«rraln (not 
aboTo rrounil). tlnformatlon on tl)c number of sell |n markets where not (lcilEnn(e<l as belne 
from NUC IleseUTh. consists nt estimates from tlio slatloru or reps and must be deemed appmil- 
mate. 6 Dal a from NItC Kcirarcli and Planninc rrrccniacc* baicti on homri wJlh sets and 
h uni-s tn l\ rrterairr arr.u> kii- • <(|iil<U<rrt] a|.iirm(malt l>. 'In mini ca»i h. the rcprcicnlalltc of a 
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radio tlJitlon which U granled a c.p. also represenlt tlie new tt operillon. Since »» Pf"'''* 
ll Is Ei-nerilly loo early 10 conflrm tt represeniallres of mosl eruitees. SI ON. so R lliow 
reps o( the radio stiUons In thU column («hen i radio slailon I'M been tlten the tr frJ- 
Nr.\: No fliiurci available al presillme on seis In rairket. 

'Ttili number Includes iiranu lo permlteM who hite since surrendered Iheir e.p. > or who w 
hfcl Ihi-m vol.lwl hv F<V "IhTi fl aboco snnind "Nm yri on air. '.Most of the necnn 
rqiilpmcnl siroiilj ™i hind r.i'inc Itliiff. .\rk 'Will opcrale »« «i>lll'rs o( KrM.\ T\ . \»li». 
\\ a.li 

SPONSOR 



C. G. Nopper, Chief Engineer, WMAR-TV (the Sua 
Paper's station in Baltimoie), discussing the new RCA 
3-Vidicon Color-'I V Film Camera with A. R. Hopkins, 
Manager of RCA Broadcast 
Equipment Marketing. 




Now Delivering 

RCA 3-V COLOR FILM AND SLIDE CAMERAS 



A. R. Hopkins, RCA, and C. G. Nopper, 
WMAR-TV, inspecting control panel of the 
new "3-V" Color Film Camera— first one deliv- 
ered from units now in production. 




This 3-Vidicon Color-TV Film Camera han- 
dles 16mm, 35mm color film and slides. 

• Multiplexing is automatic — interlocked with 
projector controls 

• High SIgnal-to-Nolse Ratio on color and mono- 
chrome — even with unusually dense film 

• Excellent resolution and gamma 

I* Adequate reserve of light for dense film 

• Color Fidelity qs good as Image Orthicon 

1^ Uses conV6nti6nql TV pro jector, the RCA TP-6BC 



40 TV stations scheduled to receive "3-V" Color 
Film and Slide Camera equipments within 90 days 



Within a few weeks 40 TV sta- 
tions will be able to meet the de- 
mand for color film and slide 
programs. RCA is now producing 
and shipping in quantity the fin- 
est color TV film-and-slide cam- 
era ever designed — the "3-V." 
Now stations can supplement 
their color netvs'^ork shows with 
color motion picture film and 



slides. And they can do it the easy 
way — and at relatively low cost! 
For information on the RCA 3-V 
— the Color-TV Film and Slide 
Camera that excels all other 
approaches to color film repro- 
duction — see your RCA Broad- 
cast Sales Representative. In 
Canada, write RCA Victor, Ltd., 
Montreal. 




RCA Pioneered and Developed Compatible Color Television 



RADIO CORPORATiON of AMERICA 



ENGINEERING PRODUCTS DIVISION 



CAMDEN. N.J. 



Maude, Homer's housekeeper. 

Knows all the local gossip. 
She's quick with a wisecrack 
and argues with Homer 
like an opposing attorney. 




This is Homer's niece Casey 
(Cassandra, for long). She's 15, 
quite a tomboy . . . but in the 
process of discovering she's 
very much a woman. 



w human interest comedy for syndicated TV! 

is Honor, ^lomerBeM 



starring 




ene loekhart 



A happy, heart-warming show with the broadest audience appeal ever offered 
for local sponsorship. Each of the 39 filmed episodes is a light-hearted portrayal 
of goings-on in a typical American household. It's refreshing entertainment the 
whole family will enjoy! 

NBC FILM DIVISION 

MERVING AIL SPONSORS...SERVING ALL STATIONS 



NBC FILM DIVISION — 30 Rockefeller Plaza, New York 20, N. Y. • Merchandise Mart, ChUago, Illinois 

Sunset & Vine Sts., Hollywood, Calif. • In Canada: RCA Victor, 225 Mutual St,^ Toronto; 1551 Bishop St., Montreal 
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%l top Sf 



Chart covers half-hour syndicated film projjl'' 



Top 70 shows in 70 or more markets 
Period 8-74 October 7954 

TITLE. SYNOICATOR. PRODUCER SHOW TYPE 



I l.rtl Til !•«•€• fJr««.v. Ziv (D| 



f{(i<ff/<> 71-1, NBC FMm (D) 



Mr. IHstrit't /l(lo riiei/, Ziv (A) 



rWi/ ll|'r»M'lir»'. MCA. Revue Prod. (D) 



lAht'rtH'C, Guild Films (Mu.) 



.S'll|l«'l'lllOll, Flamingo, R. Maxwell (K) 



rjlvrij (fut'ft^ TPA (M) 



f'« I'oriU* Storif. Ziv (Dl 



KiJ Cnr.vou. MCA. Revue P'od. (W) 



irofcrfroiK, UTP. Roland Reed (A) 



Average 
rating 



21.0 

2n.r> 



I. 



I.'>.2 



7. STATION 
MARKETS 



N.Y. 



L.A. 



6.6 74.6 
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• •STATION MARKETS 

Octrott Mplt. Startle Waih. 
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Top 10 ?/iows in 4 to 9 markets 



.Sroficv nf the Ci'iiruri/, Hollywood Tv (W) 



Tlw l uUan. NBC Film, Federal Telefilms (M) 



liiiK'f .Sniicdiiii. NBC Film (D) 



Gt'iH' /liKri/. CBS Film (W) 



l>oii»/, i n'trhtinhs rrv.si-nt.s. Intrst, Fairbks(D) 



Ihtfffi'.s Tuvt-rii, MPTv (C) 



fill the lAiir. MCA (D) 



.Sloi-i/ Thratiw. Ziv, Gre"* Realm (D) 



l.>. I 



I 1.0 
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12.0 



1 1. 1 
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C(*llll(C>r)l<lill(. UTP, Bing C,-osby (D) 
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10. I 



1 0.1 



73.7 

kttv 
'.< :OUpiii 


2.5 

kovr-tv 
7 ;00pin 

70.5 

kron -tv 
1 1 :no|im 

76,8 

kron tv 
la:30pm 


7 6.8 4.8 7 9.3 

Hiyi tv uirn-tv kinii lv 
t> :0flpm 7 oopm » fllipm 


I ^0.3 ||l 

' «tb-(v ■ 

I I :0<)pm ■ 


7.9 

knxl 
lO.SOpni 


20.5 

klne tv 

9 :0«pin 




4.8 8.2 

v\or-Iv kdv 
9;nOpni 9:00|iin 


5.8 7 7.5 75.5 

rklwtv I'tcii-tv koino-lv 
10:30pni 10 Otlpin 10 30|ii(i 


( 


3.8 

knvt 
7 :0(nirii 




75.8 73.7 7 7.3 76.8 

ivnai-tv whlim wjliktv kliiRIv 
';:.'!0|iiir ,'i .3l)i>ril i; :Oili)nr illOOpnl 




73.6 9.7 

ivnhi kn-a 
in:30p(n in:30imi 




75.8 9.0 

kstn |\ kinl tv 
10 l.'.pni Ul:i>i»iim 




5.9 

kila 
oopni 


7.9 74.5 9.9 

t\Sfi-|v komo-Iv wioi»-tv 
s 30pm 7 :mi|iin ^ 30pm 


1 


2.9 6.2 

■K a IV l;lla 
■ ;toiim ^ :iopin 


4.3 

knvr. tv 
^ 3011(11 


7 7.0 

w 1 rn • I v 

III' HOpm 




3,4 

1. oil 
: iiopm 


9.8 

kr<»n IV 
s HOpm 


22.8 8.8 

s OOpiri 1' :0(M»m 




2.0 3.8 

Haixl 1 IV 
"OtMn looiiprii 

27 

kh) tv 
s oopin 


4.2 

»tii: 

9:30pm 1 


4.. 

uhuf 
lti:30i 


4.3 9.0 

Hlii tv kind tv 
3 .3»nm 7 oopm 





SbfM t>-pc «>mhol«- (.\) mlvcnlorc: (D rr^ncily. (D) ilrams: (Mu) muilral : (Wl Wr^tprn 
Kllmt llilwl art •jmillraiwl. iialf hour Icnclli tcl«-an In four or morr niarkcin Tht avcraso 
ratlnn It »ii unu'clilhtod avrrano of indlvlilual markri rallnci llnfj abcrrc. llianV tparc Indl- 
.nt<.4 (llm not lir.^l. «vi in tlil> mark. t s 11 l„-r W hile Hf«-k »li<«n arc fairly 



liable from onf month to another In tlic raarktli In »hlrh tiicy ar» thouTi. lb\i If* 
murh Icsftcr cxtrnt with syndlratrd thmvi. Thti should b« bomt In roliid w-ben anajyzljm 
irondi from on* tnoolh to anolhfr In Ihli rhart. • lUfcrs to laii mnrlb'n chart. If bit a 
ua< nut rated at all In last rliart or »u la other Uian top 10. aastlfintkn u LJM 




■STATION MARKETS 


2-STATION MARKETS 


[nbus Mlwkee. Phila. St. L. 


Birm. Charlotte Dayton New. Or. 
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In market is Pulse's own. Pulse determines number by measur- 
stations are actually received by homes in the metropolitan 

,Slven market even tliouRh station itself may be outside metro- 

•a ot, the maiket. 



Sim. 



Not sour, 
m--i / indeed! 



As the story goes, the grapes 
were claimed unfit because of 
fox's inability to reach them. 
But, in the booming 39-county 
Mountain West market served 
by KSL-TV, not many customers 
are unobtainable. KSL-TV's 
mountain-top tran.smitter and 
top ratings foil that fable. 
For example, Monday through Friday / 
afternoons, KSL-TV wins 17 of / 

24 quarter hours.* 
To reach and harvest a greater 
sales potential, buy 

KSL-TV 

SALT LAKE CITY 

REPRESENTED BY CBS-TV SPOT SALES 



Oc:f.Wr. 1''34. ARB 



XTR AVAG ANZ A ! 






BRILLIANT ^ 

MUSICAL/ 

' REVUES j 



SO BIG! so LAVISH! 
so ELABORATEl 

With guest stars including Brian 
Aherne, Don DeFore, Pat Crow- 
ley and many more. You'll have 
the most responsive audience in 
Television history! 



ZIV 



NEW YORK • CINCINffATI 9 HOLIYWOOO 





NORTH 
CAROLINA'S 

RicK Growing 

''GOLDEN 
TRIANGLE" 




with 



WSJS 



TELEVISION 

CHANNEL 12 



*A 24 COUNTY 
MARKET WITH 
A POPULATION 
OF 1,303,700 

(Sales Management 1954 
Survey of Buying Power) 

NOW SHOWINGI-All NBC COIOR SHOWS 




Interconnected 
Television Affiliate 



National Representative: 

The Headley-Reed Company 




i\€»w tlevelopmviiis «nt SPO\SOIi stories 

S<'C*: l{c«car<-|i<T> ^llow Iv iips .'•portj. iiiri-n- 

<la nee 

ISSIIO: 21 Vlav 1951, i.af;<- 30 

Sllll|4*4*t: KITcct of t<'U'\i«ion coMTiigc of 
S:|»«>rl» cM'iiN <m >lu(litiiii li<j\ oHict' 

IVI('\ i^ioii cdv crnfic o'{ sports ev ents tend* to iiieren^e over-all 
interest in -ports ancl attrac t lii<r<ier spec tator < rovsHs who want to 
see sjjorts "live. ' 

That * the e*>enee of tv\o -urvev- made 1)\ tv\f) diderent research 
(Mfrani/ations in tv\o widelv -e|)arate(l area?. 

The first siirvev v\as made jointlv l>v KMT\ . Omaha, and the 
Omaha Carrlinals at a fomhiiiatioii hasehall exhihition and reiiularlv 
sfhefliiled \W>tern Lenjiue jianie l>etv\een Omaha and Sioux Citv 
on 2 Septendier. In each section of the >-tands re-|)ondents uere 
selertcfl at random. On the hasi^ of .396 |ier>onal interviews, the 
research firm inakinji the ?urv ey-~Kdvvard C Doodv & Co. of .*^t,. 
Loui. — -found the follovMig: 

• During 1954. I'd.'l'^r of the respondents had attended one or 
more baseliall games fand A[V > had attended six or more games), 

• On the other hand. o3.9'^( had seen one or more games o\ei- 
television this year l47'( saw six or more on tv I , 

• When asked. "Would you rather see the game In jierson ai the 
hall park or watch it ov er tv?" ulA' i said they'd rather see it in 
person: u.l^^ said "ov er tv ,'" and i.o' 'i had no preference. 

Answers to another question disclosed that 90.1' * of the respon- 
dents had a Iv set in their homes. 

One of the most interesting C|ue>tions sought to find out whetlier 
tv has increased interest in baseball. Here are the results: 

Has your interest in baseball increased or decreased uilhin the 
last five years? 

Entire 
simple 



Interest has . 



596 (100.07o) 



dimes attended this y ear: 

1 or more i\'one 
466 O00.07c) 130 (100.0%) 



57.7% 



Increased 67.6% 70.4% 

Decreased 4.4 3.0 9.2 

Remained about same 26.8 26.6 27.7 

Entirely disinterested 1.2 . .._ 5.4 

Said the Doodv research firm: "In the case of boUi radio and 
television. i)ersons who listen and v iew baseball attend the Cardinal 
games in greater proportion than those who do not. Almost nine 
out of in fan? in attendance listen to plav-bv-play baseball over the 
radio. A similarly high percentage have viewed at least one tele- 



vised game this season 



The ^econd baseball surv ev was conducted in telev i^ion homes in 
the New York Metropolitan area during Se|Jteinber bv Advertest 
Research. Advertest interviewed 759 adult men and women, found: 

"Sjiorts programs on television attract a large percentage of fe- 
males to swell total popularity of sports as a major tv program 
feature." About one out of two women viewers credited tv with 
increasing their interest in spoils. Advertest reports. "Similarly.' 
Adv ertest found, "'telev ision has bad almost e<[ual influence on male 
interest in sports." 

W bile the Doodv survev made in Omaha considered only base- 
ball, the Advertest studv covered 10 major sports. Of these, baseball 
attract* 90'^( of the male audience and TO' r of the female audience 
making it the most popular televised sport. Hoxing was second 
among men while college football was second among women. Adver- 
test found that 46*"; or more of the male tv viewers and IT'^ of 
the female- attended one or more games in person. * * * 
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SPONSOR 



WSM ADVERTISERS 

KNOW A GOOD THING 

WHEN THEY SEE IT! 

Frequent and sudden shifts of media and methods of selling are 
commonplace in the advertising business. An advertising campaign 
must produce results or be supplanted by a different approach. Thus, 
we point to the fact that advertisers such as these have continued 
their same WSM live talent programs year after successful year. 
This is notable recognition of proven selling power, pointing the way 
to increased sales for your product in the rich Central South Market. 




MARTHA WHITE MILLS, INC. 



10 



Consecutive 
Years 







yi J 



R. J. REYNOLDS 



15 



Consecutive 
Years 




TENNESSEE COAL & IRON 



10 



Consecutive 
Years 




CARTERS CHICKS 



18 



Consecutive 
Years 



Paint 

^ Varnishes y 



10 



WARREN PAINT 

Consecutive 
Years 



COLA 

RC COLA NEHI CORPORATION 

1 Consecutive 
Aw Years 



JeHerson inland 






JEFFERSON ISLAND SALT 



AMERICAN TEA & COFFEE CO. 



6 



Consecutive 
Years 



10 



Consecutive 
Years 



O'ERYAN EROS. DUCKHEAD WORK CLOTHES 

Consecutive 
Years 




5 



FLEMING'S WALLRITE 



11 



Consecutive 
Years 



Fuiyii's 




DR.i.ECEilRS 



COLUMBIANA SEED COMPANY 



POULTRY 



DR. LEGEAR 



TUDEBAKER 



STUDEBAKER 



6 



Consecutive 
Years 



13 



Consecutive 
Years 



15 



Consecutive 
Years 



WSM 

Nashville 
Clear Channel 
50,000 Watts 
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HOUSING SITES 



VV( I'O 'IA. ( iiiniinaii 



I'KCK.I! \\l : \iiM.iiiiH-emfnls, 



HOMES 



•^PON'^OK: X.'t^rans Loan & Rtaliv Co. A(;E\C'> : Direct 

CM'sl I E CASE IHSTOR^: /„ order to push the sale 
of homes in a new development, the Veterans Loan & 
Realty Co. placed a schedule of announcements on IFJBF- 
T\ . Homes sold for $6,500. In a one-day campaign of 
fire announcements 53 houses uere sold. By the end of 
the ueck all 85 homes in the subdivision uere sold. Com- 
pany grossed sales of 8552,500 from an expenditure of 
.Sl'J2.50. / eterans Loan & Really reports it is amazed at 
the imparl lelei ision had on its sales. 



WihlW. \ii"nsto. (,a. 



PROGRAM : Announcement- 



AUTOMOBILES 



\GEN(:V: Diivct 



( M'^M I. ( \-E III^TOR^ : /, an initial experiment 
with television, the Cox Motor Co.. Tulsa, bous;ht the 
second (juarter of a national leapie pro joothall game, 
a ref^ulnr Sunda) afternoon feature on KCEli. During 
the prt>pr(.in Cox Motors offered a used rar special on a 
l'>5.} IHyniouth .'^edan. Hi thin a feu minutes after the 
game the car uas sold. Sponsor received numerous calls 
for innn\ days after the program. Cox feels it made 
many potentitd customers from these late callers. Total 
cost for sjionsorship Has $155. 



KCKH. Tul-a 



rK()(.R\\l: \jUo„al l,.-apii. pr,. f....tl.aU 



sl>()\sr)|{ t)l,r,. \a!l. > Rr.ilts (...rp. KCENrV: Dim i 

I I.K t ill^TOR^ : H'ithin six weeks of its 
first plunge into local television, Ohio I'alley Realty sold 
all its housing sites. Campaign involved one-minute an- 
nounrrments and l.l).\s, sclieduled more heavily on Mon- 
days and Satiinlaxs. Announcements uere placed around 
(itlhl ItdLs, i( resiling, films and local live shoics. H'CI'O- 

II <inn<nin< ers used a humorous and informal approach. 
Ci)in]uuv\ also made a ptdnl of offering special induce- 
ments, liLe a hooh on housing j)l(ins, during their ueelily 
announcements. Cost for announcements were SH5 : for 
LD.'s, S29.75. 




DEPT. STORE 



SPONSOR: IliifUn Bn.tiier- AGENCY: Dire, 

CAP.sl LE CASE HISTORY: If'ith sales mounting u 
each month television appears to be the cheapest advei 
tising Hudson Brothers has ever used. Hudson's spend 
SI. 200 a month for a 6 p.m. neuscast five days a wee 
over KTEA . Sales attributed to iv are now averagin. 
$15,000 a month and Hudson's expects them to doubl 
by Christmas. The second ueeL store ivas on the air 
woman carne from 70 miles away and bought a hundrei 
dollars worth of merchandise; the next week she cam 
and spent another hundred. IVith sales like this Hudson' 
feels television is doing a job far them. 



KTEN. Vda, Okla. 



PROGRAM: 6 P.M. Ne*. 



DAIRY 



SPONSOR; Green \Ira(lo« Dairi.-. 



AGENCY: Batz. llod?s..r 
N«-in\ liont- 1 



CAPSriE CA.-E HISTORY: Aiming at a youne: audi 
ence Green -Meadow Dairies bought a late-afternoai 
Western film on WRO.M. The slioic. Wrangler^' Clul 
consists of one ff ester n movie a week shown in 15 niin 
lite segments across-the-board. Green .Meadows sponsor 
two segments a week. By the third ueel: on lelevisior 
the sponsor reported 230 new route customers. Becaus 
of customer response. Green .Meadows intends to keet 
sponsoring show as main sales vehicle. Cost per segmen 
is S45. 



WRO.M, Rom.. Ga. 



PROGRAM: Wrangler-' CIu 



COLORING SETS 



SPONSOR: American Pencil Co. AGENCY: Doyle Dan I 

Bernbat I 

CAPSULE CA^E HISTORY Children are great copy cat^ 
Ever since 4 October ichen Herb Sheldon started fdlin. 
in and coloring a picture a week on his early mornin. 
show sales have tripled for the American Pencil Co. Th 
Venus Paradise set is also promoted in stores with pi- 
tures of Herb Sheldon. The show is geared to both chi 
dren and mothers by teaming Herb Sheldon with Joseph 
ine McCarthy, who has a home-cooking segtnenl. :>ponso 
buys participations on four shows a week, cost is $850. 



W RCA-T\ . New York 



PROGRV.M: Herb Slieldo 
with Josephine -McCarth 



CEREALS 



>^PON<OR: Carnalion Co. AGENCY: Ervsin. W a-e 

CAPSLLE CASE HISTORY: During the slow swnine. 
months the Carnation Co. purchased three participation, 
a week on Bar 27 Corral to sell Alber's Oats and Carna 
tion Corn Flakes. After only a short time corn flake sale 
increased 365 and oat sales rose 35 . kPTf reports 
''The advertiser and the local salesman are so cnthusias 
tic over the results of their television advertising tha |{ 
they have become great boosters of television.' Carna 
tion schedules personal appearances for Heck Harper 
star of the show, in grocery stores and uses point-of-sale 
merchandising. Cost per participation is $65. ( 



KPTX. Portland. Ore. 



PROGR \ M: Bar 27 Corr. 



an im- 



The direction— of dmj^Jnti^44:;^^^^r^^ where experience plays 

portant part in obtaining tlie 'des\i^ in the film processing laboratory). 



At Precision, expert guidance tUW^gh each f)/i^e; o/l the processing operation assures 



, > .... M'- 



producers, cameramen and directofs' the'^finest possible results 



All of ivhich leads to another form of'di^ecuon: West of 5th Avenue on J^6th Street in New 
York to Precision. That's the rig}\t direction for you wherever you are and whatever your 
film processing problem. ' Y 

In everything there is (fie .best Til th fil7wmro\ss^^ it's Precision. 









A division\f J. A. Maurer, Inc. 
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"It takes 
the right station 
in the right 
market to produce 
the right sales 
results. That's why 
we have advertised 
with confidence over 
WNHC-TV hr the 
past five years. 



nNv Tfie results prove 
that our confidence 
was well placed." 

MILDRED FULTON 

Time Buyer 

Blow COMPANY 



• $6 BILLION PLUS IN 
BUYING POWER . . . 

• 702,032 SETS IN THE 

AREA . . . 
. 6 STATE COVERAGE 

BIGGER THAN EVER 

316,000 Watts 
And the rates are stil 

the same. 
Ask your KATZ man 






agency profile 



Thottiiis l>'/lrci/ Ui'opliif 

Chairman of the Board 
Kenyon & Eclhardt, New York 



Tlioiiias l)"Art\ Bropln. K&lv> cliairiiian of the hoard, hejraii to 
be iiitere>tecl in radio a!> a result of a rar accident in 1933. 

"Wliile 1 \\a« in the ho>pitaK I h^teiied all da\ long and rated 
each show according to the <onniiercial appeal 1 thought it had.' 
he told sl'()N>OK. "1 found out that ni\ judgment was iiifallihle: 1 



w a- 



a\ .-. A\ ron". 



CONNECTICUT'S 

Channel 8 



But when he came hack to K&K after a tv\o-\ear hospital siege. 
Broph\ was familiar with e\er\ network soap opera and variety 
show on the air. When iv hecame commercial. Bropln studied the 
new medium intensi\el\. He used this knowledge to fornmlate 
some air media advertising philosophies which Ki^E now applies. 

"T\' is the ideal medium for personalizing a corporation. More 
businessmen will take advantage of it some (la\ to present their 
policies to the public.*' 

In line with the idea of "personalizing businesr-." Bill Memien 
Jr.. executive \'.p. of the Mennen Co. (through K&El. is now appear- 
ing on tv programs amound the country, talking about business and 
current events. In another instance. KivE stars the president of a com- 
pan\ in the firm's connnerc ials — .Mrs. Rudkin of Pepperidge Farm. 

"It s product selling, not gratitude for free entertainment that 
gets listeners or viewers to hu\ a spon?or ^ ware>. That s one of 
the reasons wh\ the magazine concept of selling l\ time i.s not 
onl\ sound but inevitable as t\ costs continue rising. 

Todav K&E spends some 4.5' <' of more than SoO million 1954 
billings in air media. Among shows that K&E clients s|ionsor on 
l\ are: Ed SullivanV TnasI of the Toun. CBS T\ . Sundays 8:00- 
9:00 p.m. for the Lincoln-Mercurx Dealer.- and 13 full sponsorships 
of .NBC T\'s Producer's Showcase. .Mondaxs (:!:00-9:30 p.m.. for 
the Ford Motor Co. and RCA: Caesar's Hour NBC T\ for RC\: 
A'i'n 7Yn Tin ABC T\ for Nabisco: half of Ifil Parade for Iludnut. 

Bropln "bobb\"' is a continuous schedule of ci\ ic work. As 
pre-ident of the American Heritage Foundation, he was largeh re- 
-pon.-ible for the Freedom Train. .'\s mendier and dirt\ tor of ci\ ic 
and profes?ional organizations, be is often invited to make .-peechc>. 

"Dad te^ts bis spcetlies on Mother and me first." Joan. Bropb\ s 
\ouni:er dau"hter. told sPONSOK. A .Sweet Briar sraduate of 1954* 
she - now on the editorial stall of Clamour maaazine. ★ ★ ★ 
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The Red 
River Valley's 
rich black 
top soil is 

16 deep! 



li 




WDAY 

FARGO, N. D. 

NBC • 5000 WATTS • 970 KILOCYCLES 



FREE & PETERS, INC. 

Exclnsit^e National Representativps 



HERE'S a story you ought to know about the Red 
River Valley — a story that explains why peo- 
ple here are among the Nation's top buyers! 

Don't take our word for it. Here's what the Encyclopedia 
Britaniiica says: 

"This valley (the Red River Valley) was once the bed of a great 
glacial lake. Its floor is covered by the rich, silty lake deposits, 
colonred black by decayed vegetation, which makes it one of the 
most fertile tracts of the continent. Being free from rocks, trees 
and hills, its wide areas were quickly brought under cultivation 
by the pioneer, and the valley has continued to be one of the 
most famous grain-producing regions of the United States." 

But the Britannica fails to add that grain accounts for only 30% 
of the Valley's farm income — and that hogs, lambs, dairy 
products, beef cattle and other crops accoimt for the other 70%. 

Fargo is on the hanks of the Red River, the center of tlie old 
Valley. Our deep, deep top-soil makes deep, deep pocketbooks. 
The twenty-six counties in tlie Fargo Trading Area have a 
population of 483,700 people. The average per-family sales of 
these people is $4164, annually, as against $3,584 for the rest of 
the nation. 

The average farm in this area produces a gross income of $9518 
as compared with the average national farm income of $6687. 

You avaricious advertisers grasped the situation a long time ago, 
and started pouring money into Red River Valley media. And 
you poured it right! 

HERE'S a story you ought to know about how 
and why you advertisers choose WDAY al- 
most unanimously (and now WDAY-TV, too)! 

From its very first day, in 1928, WDAY set out to run the 
goldemedest radio station in America. 

Out in the farms and hamlets where the Fierce-Arrows, Cadillacs 
and Studebakers often got mired down in the winter barnyards, 
people began at once to listen to WDAY. 

Also in the prosperous towns. Also in roaring Fargo itself. 

Years later, other stations, and all the networks, came into the 
area — but WDAY was miles and miles ahead and still is. Year 
in and year out, WDAY racks up some of the most amazing 
mail-order stories you ever heard of! . . Fan mail pours into 
WDAY at the rate of 400 letters a day, including Simdays an<l 
holidays! . . More than 10,000 families have taken paid sub- 
scriptions to "Mike Notes", WDAY's monthly newspaper. 

Let your Free & Peters Colonels give you the whole \S D \^ 
story. It's really something! 




inclucliiijj 



i'liirlii 'Cuntov Thvatrv' sponsors slyttetl for 7.* murlcvts 

'/a\ 'IVIe\isi(in l^rograiii* Eddie Can- Ltd. sigiiod for 14 Midwestern iiuirkels. 
lor Thcatir, |)rolicil>l\ llio most expeii- 
si\i' sMi(li<;iled film show to diilo. <rol 
ofT In a (inick sides viarl. I}\ 20 Noveiii- 
lier >|)()iis(>r> liad signed for the series 
in more llum 7.") markets. 




Highly priced Cantor comedy wins acceptance 
Some of tiie earliest s]}onsors bought 
liie shou ill multiple markets: Drewry's 



Cliicajio: San Francisco 
Brewing; Co. houfrlit it in 12 market.s: 
Blatz Beer will s|)onsor it in seven W'is- 
C(>ii!-iii markets. 

Ziv s salesmen aie using a uni(|ue 
|)resenalion in ititehinjj the half-hour 
show to ])ros|)e( l.s a four-color s|)iral- 
Ixjund |}resenlation measuring almost 
a foot and a half high hy three feel 
wide. Presentation e.vphiins the show, 
cites facts like '"Cantor s a\erage Niel- 
sen rating on the network: 40." It 
|)oints out that the show will feature 
coined) stories two out of three weeks 
with Cantor as host; ever\ third week 
a nmsical revue starring Cantor. IVes- 
eiitation also gives prospect a glinl|J^e 
of the merchandising and promotion 
he get^ from Zi\ , 



irA'f'yll' tfc'ts hlffh-brow sponsors: diattttmds, yachts, furs 

that among the millions who listen 
there is a grou]) infinitesimal in num- 
hers, hut tremendous in influence, who 
will make this sort of thing pay." 

Topical commercial on Marshall s 
5:35 to 7:30 p.m. show goes like this: 
"Ave \ ()u one of the select few whi|J- 
ping along the highwa\ heading for 



iNew York's \\'i\E\^' has long heen 
noted for it.-- list oi sponsors selling 
nia>s-consuiiier items — toothpaste, for 
example. liul listeners were surprised 
to hear commercials la^t week for 
tilings co>tiiig from $22,000 to $49.- 
000 each. 

The items heing ad\ertised are dia 
mond-stndded jewelry, mink coats and 
vachts. 1 he ?|j()nsors offering these 
ware> arc \ an Cleef Ar|)els. well- 
known jeweh\ eni|)orium; Cunther 
Jaeckel. e\clusi\e wonieirs clothier; 
Chris-Craft niolor \adit-. 

Jerrv Marshall. who conducts 
\\M:\\V 1/«/.e Belirtc Ballroom, ad- 
\ertisi'«. the hi\ur\ articles on his show. 
i\ii(l alxi ill |jers(iii. F(ir listeners are 
in\ite(l to \\rile Mar>hall for more iii- 
foriiiation if llic\'re conteniplatiii'.: 
pun ha>e of, >a\. the .> lO.OOO 53-f()ot 
Cliri-(;rafl. M:ir-liall then personalK 
a>--i>ls in < l(i>liig the sale, 

■■ \t fii'-t >iglil. M'Uiiig of furs. \a< hls 
and jcwcl> \i\ a (li>k-j<x ke\ ina\ seem 
ridi( ulou^."" Bil liard 1). Bnckhn. own- 
er-inaiiagcr of W.NKW. said, "liut \ou 
don't Ih-nc t't sell a lot of diamond 
n(>( klnco. I.ahrador miiik^ or cruisers 
to satisf\ a spoiist>r. W c're helling 



vonr comilr\ residence? Are \ ou rid- 
ing elegantly in an ini|)orled Jaguar, 
a fine Alfa Bomeo | |)roii()uiiced 'ro- 
mayo ], or a classic Bolls Bo\ce? To 
those who like the hest. there is just 
one more level of traveling in which 
\ou iiia\ he interested — sea level. 
\nd the Chris-Craft 53-fool Con- 
stellation. Chris-Craft, mai-ter of ma- 
rine architecture, has shaped a (jiicen 
of the !-eawa\s that is the ultimate in 
luxurious tra\el anywhere on the sea- 
wa\s of the uorld. This resplendent 
53-f()ot Con>tellati()ii. powered In 
thnv 2l)l)-liorsepower marine engines, 
is pric ed at 49 thousand dollars, ^"ou 
• an he sure lluil whether \^tu dcnk at 
the Bi\iera or Porl-aii-Briiice. \our 
\aclit \oiir Chris-Craft Constellation 
is the fo< u> for all e\es that recdg- 
ni/e seaworthiness and marine aris- 
to<ra(\. ..." -k * -x 



ttftvr eivijL' f/ronps fml 
WFIwX (frciic.v pleultf of blood 

I iiiie after time various civic groujis 
ill .Manchester, X. H., had sjionsored 
hlood donation drives, hut each time 
the\ fell heliind the quotas set hy the 
American Bed Cross. Then, a few 
vseeks agtf. WTEA sponsored a hlood 
dri\e — and the (juota was exceeded hv 
more than 100 pints. 

W'l'KA began promoting the hlood 
drive a week before the dav it was 
scheduled. Fver\ member of the staff 

l^er-onalilies. engineers, ofTice work- 
ers, salesmen- — went on the air appeal- 
ing for hel|) in obtaining blood. And 
transcri|)tions made b\ persoils who 
had received free Bed Cross blood 
were aired e\ery hour day and night 
for the entire week. WFEA News Ed- 
itor Al Bock had a jiiiit of hlood drawn 
while he read a newscast on the air 
to show that there was no jiain or af- 
ter effect. 



★ ★ ★ 
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The official thermome- 
ter for the United 
Good .Veighbor Drive 
in Seattle and King 
County is the KING- 
TV transmitting tower 
The KING-TV tower 
thermometer shows live 
dail\ (and nightly . 
progres.* of the drive. 
Several hundred lighN 
were strung up through 
the middle of the sta- 
tion's tower by tht 
KI.NG-TA'^ engineering 
.■itaff. headed by Janie'* 
L. Middlebrooks, eit- 
giiieeriiig director foi 
the station. TheKLNG- 
T\ tower, situated atopj 
Queen Anne Hill. eX' 
tends 1.000 feet abo\e 
sea le\el. The station 
sa\s it's the highest 
])()int in central Seat- 
tle and that the ilhnni- 
iiated lower is visible 
lliroimliout the cil\. 
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Bosorny billboards are used ])y 
KITDL, Kansas Citv, on a 12-iiioiitb 
s<'hedide as part of its local j)roniO' 
tioii. Tbe boards (see picture) are 




permanent and the station reports that 
response "has been all hut terrific." 

if » * 

Governor-elect Marvin Griffin of 
Georgia journeyed from the Peach 
State to Da\ tona Beach, Fla.. in order 
to tell broadcasters assembled there 
for the XARTB Fifth District meeting 
how much he appreciated their help. 





Griffin said that the broadcasters ac- 
tually made it possible for him to win 
the primary elections because they en- ^ 
abled him to answer hostile newspaper j 
criticism. Here Hal Fellows, NARTB ' 
president (1.) and John Fulton, WQXI, 
Atlanta, director of the Fifth NARTB 

District (r.). talk with Gov. Griffin. 

* * * 

In Milwaukee, in spite of the city's 
claim as the nation's beer capital, a 
self-avowed ''coffeehead" was elected 
to tbe post of county surveyor. In a I 
nearly completed official election can- 
vas. Robert E. ''Coffeehead" Larsen 
has 406 votes to a runnerup's 60. Lar- 
sen, WEMP's early morning disk joc- 
key, was thrown into the race for sur- 
\eyor when WEMP newsman Don 
O'Connor pointed out that there were 
practically no duties and no salary 
connected with the post but that the 
»urve)or was entitled to an office and 
a desk in the court house. Afternoon 
WEMP d.j. Tom Shanahan, who has 
a running air feud with Larsen, de- 
(Contimied on page 119) | 



NOWL . . double the wallop 
in the Detroit area! 




tie 




Mm J. Young Jr. Inc. 
National Rep. 



J. E. Campeau, Pres. 

• 

Guardian Bid;. 
Detroit 



mm TV 



Buffalo's Pioneer Television Station 

Covers Western New York — the Empire 
State's Second Largest Market 
Northwestern Pennsylvania and Parts 
of the Canadian Province of Ontario 

Get the W BEN-TV Story Frofn 

HARRINGTON, RIGHTER & PARSONS, INC. 
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M foriiiii on (jttvslUtns of vufrcttt itUeresf 
to «iir advvrtlsors tltvlr ngvttt'lvs 



floir do i/oii Seel about sponsors ms sulesmem om radio and tv 




THE PICKED PANEL ANSWERS 

O.K. IF SHOWMAN IS RELAXED 

ll\ lloiaird ConiK'll 

t ./'. ami Diri'ctnr of Ratlio-TV 
Oc'ili-y. ISotisoii iK: MntlnT. York 

It (lepoiuls esseii- 
t i a 1 1 \ o M the 
t liai III. |)(M>uari\ e 
i f t s a II (I c () II - 
\ incingiie<s of 
the particular 
sponsor hcforc a 
camera ov iiiicro- 
phoiie. Salesiiiaii- 
i-hip lias to flo 
with hiiiiiaii iiigrediciit-r : either you 
ha\r the n(xpssar\ personal (iiialifica- 
tioiis or \ (ju (loirt. 

Ill tv particularU . there is the sue- 
<ial problem of self-roiisciousness 
which often overtakes thp man who is 
not a pn)fes>ioiial perfornicr. Al- 
though a man ina\ he a good siiles- 
iiian in the usual situation where lie is 
face to face with another person — 
foiiK^hing often happens when lie is 
inuler light> and before a camera. If 
he is not at ease, his eilecti\ eness is 
diminished coiisiderahU . 

The same man who can persiiarle 
the fellow next to him to tr\ his brand 
of cigarette finds it diffic ult to do the 
same thing on tv — largeK because the 
element of personal contact is mi->ing. 
But this is no sweeping generalization. 
Some people are natural born sales- 
men and can sell anyuhere. On the 
other hand, some ver\ strong men have 
be<oiiie utterU demoralized before a 
staring cainera and glaring light.-. 

Comdr. Whitehead, whose \oi<e 
-peaks for S( liwcppes. i- more of an 
ac tor than an actor is. He i- \ .1'. of 
the Sthweppes roiiip;in\ in London, 
and prosid(>iit of ,^<liweppes (I V.l. 
Hut he lias had an edm alion in drama 
and has become a profe--ioiKil at jire- 
.sentiiig himself. 

On tile radict. his \er\ distiiirti\e 




r>i it sli \ ()ice stands out in a da) of 
coiniiierclals. i'eople remember it. He 
has a great abilit\ to understate, which 
is the IJritish way. W bile his voice ha* 
irritated tome people, at least it has 
attracted a great deal of notice. (The 
radio commercial- are lu'ard in major 
market.- like New York, Chicago. Mi- 
ami, New Orleans. Los ;Viigele> — where 
Fcliweppes has the most distribution). 

Although his commercials run only 
on radio at this time, Comdr. W liite- 
head would be an excellent personality 
on tv: he is striking in appearance, 
very handsome and distinguished-look- 
ing, and with his polished manner 
and distinctive \f)ice. makes a memor- 
able impression. 

If a sponsor, or aii\ executive in a 
sponsor's organization is an\ w here 
near as effective a salesman as Comdr. 
Whitehead, then. I say. he most cer- 
tainlv should sell on the air. 



MORE SPONSORS SHOULD SELL 

lly Ornyson I', Ldlhnrp 

Vice I'rcsiflciil 
Kciiyoii & Kckliardt, ,\<>ir Ynrk 

Casting the spon- 
sor or manufac- 
turer in the role 
of spokesman and 
salesman for his 
own products is, 
as an advertising 
tecliirH|ue. almost 
as old as modern 
advertising itself. 
It achieved one of its most effective ex- 
pressions 22 years ago in the old 
Plymouth ad in which Walter Chrysler 
invited customers, in a famous head- 
line, to "Look at All Three." 

The advantages of the deviia? are 
fully as cogent for radio and tele\ ision 
toda\ as they ha\e been for print. 





Should the sptnisxtr speak? 

Years ago. the form of adver- 
tising which showed the picture 
of a plant or the founder of a 
firm became archaic. These were 
more interesting to the advertis- 
er him.-elf than to the reader. 
Advertising textbook- cited this 
as a poor ap|)r<^)acb, ^ el now- 
ada\s in tv and radio, there are 
man\ instances in which the cli- 
ent himself successfulK takes the 
role of spokesman two such cli- 
ents are |)i<tiired at left: top, 
Mrs. .Margaret Kudkin. pres.: 
I'epperidge Farms: bottoiij. 
Comdr. \\ . E. Whitehead, pres.. 
Schweppe,- (U.S.A. I. Ltd. What 
do advertising |)eople think of 
this api)roach? Here are four 
V iew s. 
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To begin with, a vital ingredient in 
good salesniansliip is lliorougli knowl- 
edge of the product itself. No one 
knows the product better than the man 
who makes it. The manufacturer is, 
therefore, in a position to sell his prod- 
uct with understanding and persuasive- 
ness. He is not just a '"paid salesnian. " 

Second, the sponsor in talking about 
his own product carries with him the 
spirit and power of his own organi- 
zation. 

These two advantages combine to 
create a third — namely, a clear and 
forceful identification in the public's 
mind of the product with a personality. 

These advantages can be exploited 
only when the sponsor himself, as a 
personality and human being, meets 
certain qualifications: 

1. He must have good public ad- 
dress and a friendly, natural manner 
that enables him to communicate warm- 
ly with his audience. 

2. He should, as a personality, re- 
late credibly to the product he is sell- 
ing. A Walter Chrysler selling auto- 
mobiles is a wholly believable person. 
The same man selling ladies under- 
wear might not be. 

3. Since in all probability the spon- 
sor is not a trained actor or speaker, 
he should be willing to take direction 
— to help overcome tension and 
achieve a relaxed delivery. 

4. He should be willing to consider 
the advice of his advertising counselors 
on what he should and should not say 
and what sales arguments will prove 
most telling with his audience. 

How effective a sponsor can be in 
this assignment is demonstrated in a 
recent series of television commercials 
for Pepperidge Farm brand. Pepper- 
idge bread is a premium-priced loaf 
baked in the old-fashioned tradition of 
firm texture and rich, homey flavor. 
Mrs. Margaret Rudkin, Founder and 
President of Pepperidge Farm Baker- 
ies, had over the years become identi- 
fied with her product as the guiding 
spirit over all aspects of its manufac- 
ture. 

Two years ago, Pepperidge launched 
an intensive television spot campaign 
in a dozen major markets. Kenyon & 
Exkhardt recommended that Mrs. Rud- 
kin herself appear in the commercials 
and tell friends and prospects how her 
bread was made and good it was. Her 
{Please turn to page 120) 



(With apologies to Willie Mays) 

say hey! sell in the 
day over WMCT, 
Memphis 

Sell in the day on WMCT on shows that have established 
local personalities, in participating programs 
combining live personal selling with established film 
and local entertainment vehicles. 




Participating spots on 



CAPTAIN VIDEO 

available at only cost 
per thousand families* 




•k Based on August, 1954, Pulse 

CAPTAIN VIDEO is heard Monday through Friday 

over WMCT 5-5:15 P.M. with Trent Wood. Card 

late applies — no premium charge for live announcements. 

What makes the DAY so BRIGHT over WMCT ? 

• Preferred low band Channel 5 

• Maximum power (100,000 watts transmitting from 
our 1088 foot tower) 

• Audience established since 1948 

• The first station in the heart of the Mid-South agricultural 
and industrial empire serving the largest area with the 
clearest picture in the Mid-South from Memphis 

WMC - WMCF - WMCT 




Memphis 

Channel 5 



KOW 100,000 WATTS 

Affiliated with NBC » Also affiliated with ABC and DUMONT 



NATIONAL REPRESENTATIVES 
THE BRANHAM CO. 



Owned and operated by 
THE COMMERCIAL APPEAL 
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TIMEBUYERS' PORTRAITS 

( donlinui'd Irani fxif^c M I 

|>i()j;r;iiii ]t;ittcrii- c\er\ tiiiic 1 do, 
lie told sroNson. "'riii>; applies partic- 
iil;irl\ to Laiiil)crt iMianiuical. which 
luis nationwide spot radio and tv aii- 
iiouiK-eineiit^. and IMiillips I'etroleiiiii. 
wliirh is « uireiill\ ver\ active in t\ 
npot in its marketing area with the 
fdin show / f.cd Three Liii-s. fdined 
hi':hli<.dits of IJi>: Ten and 15ifi Se\en 
foothall, and spot radio. You can 
learn a lot of thiiijrs al)out hx-al hroad- 
ca^ting 1)\ actually S(X?iii>z it in action 
that \ou can't learn from iookinfi at 
l(Kal rniing.s."' 

[{ill. who is a former K&IC huyer, 
also hu)s for llat Corporation of 
America (when it is active). 

lie is constantly in contact with sta- 
tion reps. "1 have talked with as man\ 
as 2r> in one day when a campaign is 
hreaking." he told si'ONSOH. "1 try to 
keep the door open and the phone 
clear for them if only to keep close 
tahs on what kind of availahilities are 
heing offered and how local competi- 
tion is shifting. Occasional!} we are 
faced with the prohlem of a major 
product introduction in a short time 
— such as Phillips" new 66 Flight Fuel 
last season or Lambert's Antizynie 
Tooth I'aste — aird we can't allosv our- 
selves to 1)6 caught flat-footed on how 
things stand in the spot field. Besides 
lenewals of spot radio and tv con- 
tracts are always coming up, and we 
have to know the general situation in 
order to judge whether we'll recom- 
mend a renewal to the client." 

At the moment one of Bill s proh- 
lems with Phillips ffor full details of 
Phillip> air o|)erations, see story in 
si'oNsoK. 20 September 19.54) is the 
stead) march b\ the major tv net- 
works into "station time' such as 
10:30-11 :()0 p.m.. E.S.T. "We have 
to watch < l()sel\ to see that our liaH- 
hour fdm shows aren't in danger of 
being i)uni|)e(r for a network show. 
If one or more of thenl are. we ha\e 
to be readv with alternative sluts." 

Hill actualK works on both sides ol 
the fence at once. W bile he is keeping 
;;n eye on Phillips' spot t\ operation, 
he ride- herd t»n the Ini~in<'ss <lc- 
tail- of Lainlicrt\ network t\ -bow. 
Ozzir <t- //<irr{r(. on \BC T\ lint 
hi'- major dutio arc with spitt bioad- 
ca-ting. 

"I ni in < lo-e contac t with the net- 
works, stations, reps as well as onr 
own account men. 1 work closeh with 



our media director to eo-ordinate j>rinl 
and spot radio-tv for maximum effe^-- 
ti\cnc->s. With tv still growing, there 
are decision- to he made on new mar- 
kets, new stations in old markets, 
c bailee- tu improve a slot on a dual- 
afliliate or trijjIe-alTiliate station ancl 
suchlike. 

"One thing yon can say aboul 
broadcast nic»clia." said Bill, "they iic\- 
er stand still long enough to know 
all thc-rc is to know." 

I'ersonal: \V\W llinman is married, 
lives in Fast Orange, N. J., with hi.s 
wife and two boys, aged fcjur and 
two. His hobbies include playing golf 
outdoors ancl the clarinet or saxo- 
phone indoors. "I usually tape-record 
Iny own playing — so 1 won't blow a 
wrong note twice," he added. 

Evvlijn Lvv Joii(>.v. chief titnebu)er 
and radio-tv business manager of the 
Donahue & Coe agency, is to time 
buying what Hild) Johnson is to The 
Front Page. 

A woman in her early 40's with the 
voice and manner of Tallulah Bank- 
head, she told si'o.NSOK: 

"1 enjoy buying radio-t\ time. A 
big. fast-breaking campaign can he a 
helluva challenge. Like last season, 
for instance, when we were planning 
the introduction of Chicafe, a new cof- 
fee brand, in the South. 

"We decided that what we wanted 
was maximum exposure in a short j)e- 
riod of time on a limited budget. So 
we conccK-ted the idea of using 'flash' 
announcements in spot radio of as lit- 
tle as three seconds. J'be copy couldn't 
be simpler. The amiouncer just had 
to read 'Women say , . . Chicafe" or 
'Sailors say . . . Chicafe' or 'Husbands 
sa) . . . Chicafe.' All kinds of names. 

"Well, we called up all of the reps 
for availabilities. At first they thought 
we were nuts. I'lien they looked over 
their schedules, called us back and 
said they could fit it in. And off wc; 
went. .Many stations even had to c re- 
ate a new rate for us^ 

'"Of c ourse, not ever\ advertiser has 
a proclui t or a campaign suited to this 
|)articular tcchnicjue. But ever time I 
>ee "flash" announiements on station 
rate card- today. I think to myself 
'H e hel|)ccl -tart that !" "' 

Evelyn divides her time in her office 
on \vciuie of the Americas between 
bii\iiig sj)ot radio-tv time, supervising 
the Work of fixe other buvers and 
looking after bii-ines- details of both 
network and spot broadcasting, ru- 



der her Supervision are such actiu* 
radio-tv spot accounts as: River Brand 
Uio Mills, Chock full o' Nuts Coffee, 
Mission i5ell Wines, .Scripto Pens and 
Pencils, Burlington Mills Cameo ho- 
siery, Pearson Pharinacal (Ennds), 
Mile- Shoes, l)r, Scholl's foot prod- 
ucts, two newspapers iW orld-Telegram 
<t* Sun; lleralJ'Tribune) , American 
Financial and De\elopmeiit Corj). fof 
Israel, McCaWs magazine, and Chicafe., 
In addition, she supervises the ra- 
dio-tv activity of the agency's three 
big motion picture accounts — M-C-M. 
Columbia, and Republic — and several 
large movie theatres and inovie chains. 
She particularly enjoys the movie pro- 
motions (and does a lot oi the bu) ing 
herself) . 

"liefore 1 got into the advertising 
business 11 years ago," she said. "1 
was in charge of motion picture pub- 
licity and exploitation here in the East 
for a half-dozen independent produc- 
ers. I learned a lot about how to 
whoop it up for a movie, and how 
different movies have different ap- 
peals. You can do a terrific job for 
movies in spot broadcasting — it's so 
flexible. We learn new things all the 
time in promoting movies, and often 
put the lessons to work for our 'gen- 
eral" accounts.' 

.Movie promotion is admirably suit- 
ed to Evelyn Jones" personality. Each 
major movie release — and they come 
along at the rate of about one a month 
or more — is handled with all the j)re' 
cision of a bombing mission. Evelyn 
and the buying staffers will meet with 
the account executives and movie ex- 
ploitation men to map out the cam- 
paign. Then the campaign rolls. 

"It never rolls twice in the same 
dire<tion,'" Evelyn stated. "That"s 
what makes it interesting. On one pic- 
ture, we may be doing a concentrated 
buildup in one or two major cities to 
ballyhoo the opening. On another, we 
ma\ he making da\-and-date start? in 
as nian\ as 100 cities. Or we ina\ 
want to buy announcements in wom- 
en s programs and next to soap operas 
to plug a picture with a strong love 
storv. Or we may be buying per.-on- 
alitx di.-k jockeys and working up rec- 
ord promotions to plug a big musicfd 
film."" 

Transc rij)tions. li\e c opy an<l or 
films are sent to stations as much as 
a month in advance, complete witl^. 
.schedule* of the film s starting date, 
theatre location, stars and other data. 
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laximum FCC Power 
100,000 Watts 

4BC— ABC— DuMont 
Interconnected 

opulation: 1,208,000 
omes: 307,000 

SERVING OVER 

125 

NATIONAL AND 
EGIONAL ADVERTISERS 
PLUS DOZENS OF 
LOCAL RETAILERS 



Average share of audience: 

W)BF-TV Station "B" 



EVENING 
(Sun. -Sat. — 
6-12 mid.) 



76% 24% 



DAYTIME ^ 

.Mo„.-Fn.- 32% 

noon-5 p.m.) 

April, 1954 

NOW-OVER 
100,000 TV HOMES! 



' POPULATION RAMKINfr 
OF SOUTHERN MARKETS 



Metropolitan 
Area 

AUGUSTA 

Charlotte 
Greensboro- 
High Point 
Charleston 
Winston-Salem 
Columbia 
Roanoke 



National Metropolitan 



Represented by Hollingbery 

VHF CHANNEL 



6 



Rani Population 

86 242,800 
96 214,600 

99 205,500 

no 176,400 

122 153,900 

123 152,500 
128 143,200 

— Source: Consumer Market 
estimates, Jan. I, 1954 

TOTAL WJBF-TV COVERAGE 
AREA POPULATION— 

1 ,208,000 

Ifclassified as a "Standard Metropolitan 
Area" it would rank 13th in the nation — 
just behind Baltimore! 



ONE OF THE NATION'S GREAT AREA STATIONS 





AUGUSTA.&A? 



TV 



Oti .1 iiui-lcr (;M(I iiulfx iit llie aj:eiic\. 
the ia(lii)-l\ (lcp;irtiiiPiit keeps Irack of 
all opiMiiiiji-. itiul clo!?ing of air-sold 
iiioxic"-. ( aiKfllalioiis. extended rum 
and tlic l»a( k-aiid-forlli moveiiienl of 
air (■(t()\ and Iraiist riplious. '"If )Ou 
ask inc "What's playinj< al the movies; 
loiii^hl?' I can giw von llie answer 
for lialf lln- rilii"> in the founlr\,' 
K\el\ji e.\|jlaini'd. 

Like niililar\ ndf-^ions. llif nio\ ie 
( anipaigns al Uonahne X Coe (and 
niosl of the other campaigns in spot ' 
ii=uall\ call foi |ol> of planning. a< 
(onipared to actual hnsing. "'W e prob- 
ahl\ spend three-fourths of the time 
|)laiiuing the fletails of audience. co\ - 
I rage, starting dates, time slots and 
ihe like before we ever pick up a ph(jnc 
to start calling rcpt.," I']vel)n >aid. 
"■'1 he re>t of (he time is divided rough- 
h let ween actual buving and follow- 
through ^(*r\ icing." 

Thi- latter function is an iinpor(an! 
par( of the job. K\elyn feels. '"A good 
(inichuyer has to stav t)n top of all 
major (rends in radio and tv, and 
lis(en (o all the pitche-. \e(\vork com- 
pelilifjn is always changing. Local 
shows and audiences are alwavs shift- 
ing. AfTdiatious are juggled. \e\v s(;i- 
(ions come in(o markets. You've got 
(o keep fre>h air running througn 
\our buying, and go o\er (he sclied 
iiles |K'riodicallv. Odierwise. the\ »et 
s(nle." 

Personal: I'veh n Jones was born in 
Baltimore, has lived in \ew York for 
more (han 30 \ears and is a direr(ov 
ol \dver(i-ing Women of New York. 
Inc. Ifer husband. Charles Keed Jones, 



is a |)ublic reladon- ("vecutiv c. I hev 
live in an aj)artuient on West 5(»(li St. 
in Marha((an. near Sixdi \\eniie. "'I 
•-•an coniiiiule (o the ollice on mv two 
feet. * she sa\s. 

Jo/ill MvVurliU' \< a slim, well-tail- 
oiihI timcbuver with a fa-(. inci-i\e 
wav of talking. He i> one of (he (liree 
s|j(»t bnveiN who make up the tii'ie- 
buv ing stall of Sullixan. S(aufler, Col- 
well Havle<. a New ^'ork ageiicv of 
niediuni size (lia( coun(s ^ume of the 
nntst air-udnded clieiMs in (he I'.S. on 
its Iis(. 



4»\Vt'' li.-nc lo Imry ih<> yi:\>t. This 
niciino .1 r<M|>|irai»:il on thi> li:i»is of 
v»li<T<> oiir li^IciKT* iirc. v»li;il l> I«* of 
|i<-(i|ili' iirc iiiclnded \» llicx' li^lciKT* 
.-ind Ii:m<' Imtii llifir <-li!iiiKiii|;; lio- 

l< iiinf! piricriiv lircati-t' of llio iiir{>:i<N 
of lcl<'vi>ion. . . . 'riii< rpappral-iil 
-should not be confined lo networks 
alone Init should also eiicom piiss ull of 
llio>.c' mIio are jn\«»l\«'<l in the radio 
network ••phere — advert isors, ajjeiieies, 
:tnd ,>.l;it!on>.** 

THOMAS F. ONEIL 
I'rrsiitftii &• CIntni. of ltd. 

MHS, Aeir >orA> 

**★★★★★★ 

\\"i(h SSCR since 1951. John han- 
dles the spot buying of Pall Mall Cig- 
arettes, Noxzema I I .S.), part of Kev • 
ion Products. Speidel. Sinioniz an.' 
the Oil Industrv lnforma(ion Com- 
mittee. 

■'W e re given a lot of leeway in our 
spot buv ing here a( the agencv , " he 
(old srONSOH. "We are rarely handed 
a cu(-and-dried plan and told to go 
ahead and bu) onl) certain items. It's 
just the opposite. When a campaign 



starts, tiniebuvers will sit down with 
the media dirwtor. a< count men. re- 
search people and maybe even the 
president of the agency to swap ideas. 
I will tell them the latest trends ifr 
availabilities, for instance. They will 
tell me what iheropv platform is. what 
the budget locjks like and what re- 
search shows about the buying habits 
of consumers. We v\ill decide on the 
basic cam|Kiign and Ihjw it will be 
carried out in \arious media, includ- 
ing s|jot. And I will know how sjjot is 
to interlock with other media in vari- 
ous markets. ' 

John s biggest single accOuuL fii 
terms of dollar volume and general 
actixitv. is Pall Mall. And. since tlx- 
cigarette business- i> fine of the most 
coni])etiliv e in the counti^. there is 
pleiitv U> do. I'all .Mall is constantly 
adding, dropping or switching srhed 
ules to reach air audiences. 

■"'Hie heart (d our Pall .Mall cam- 
paigns is nsuallv reaching men in 
large metropolitan areas. Most often, 
this evolves as a pattern of morning 
radio. However, we are not wedded 
to thi'- particular le<"hnique. nor to 
leaching onlv the male audience. We 
aim basicall) for big circulation, rath- 
er than a specialized audience. For 
Pall Mall. I'd rather reach more peo- 
jde fewer times than a few people 
mail) times for the same monev . 

John figures that his job is actually 
three jobs — planning, buving and ser- 
vicing. In practice, it shape'^ up some- 
thing like this: 

1. Planning: John. <is mentioned 
earlier, will sit in on annual reviews 




"BIG, BOY!',! 



★ 

that's the 
kind of sales you get when 
you ''Spot'' Cincinnati with 




THE NEW SOUND IN CINCINNATI 
WITH THE CASH REGISTER RING! 



'FRISCH'S, Cincinnati restaurant 
chain, sells 50,000 "BIG BOY" 
hamburgers daily. FRISCH'S uses 
WSAI exclusively for spot saturation. 



GORDON BROADCASTING CO., NATIONAL REPRESENTATIVE, WEED 




Communilv Headlines 



<■ IKS HWfcJ- 




WSLS-TV 

CHANNEL 10 
ROANOKE, VA. 



Why WSLS-TV 
is most viewed 
in Western Virginia 



PROGRAMS LIKE "Commimity 
HeaJ lines" IS THE JNSIVER 



B'Ctiusr ]J'^6LS-1 I' sc7 ves a voai nrrn in V 7-gi7iin, West V:rgi7ii(i, and 
So7-ih C a7ol.7ia , {^63 coutitirs) ^ it has become the obligation of 
WSLS-TV to be a part of tfiariy commuti:tics. ^Viih the cooferatio7t 
of some 40 7ieivspape7-s, A7iA\ Peterse7i 7-ep07-ts 7i^'ws stories of local 
interest each weekend . As he reads, the masthead of the paper is 
brought into vieiv ; and yiiany times he shoivs a photograph \rom 
the paper. Each -week **Co7n7nunity Headtnes" salutes one of the 
towns or cities i7i a five-rnitiute filtn story shoivifig itidustry, retail 
stores, church^'s, schools, hospitals, etc. 

Much publicity is give?i i?i adva?ice of the salute through the local 
paper <« the town to be saluted and also over Channel 10. All 
ftlm 7ig is do7ie by WSLS-TV persontud and background material is 
furtiished through the local Chambers of Commerce. The 
7/iajority of these newspapers puhli^h the WSLS-TV program 



listings. 



Sational Rep. AVERY-KXODEL 



Just 07ie of many WSLS-'J \' progrrnns designed to co7isider vti -n 
interest in the C07nplcte coverage area .... yiot just in the 
Roanoke City Liifiits. 
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(»f tliciil ;i<l\ ei ti>iii'.'. lauin liiiij; of new 
pnxliK ts. ycnxnuil promotions and otli- 
iT phiiis .-(•'-sions l)rlo\\ tlic oflitial le\ - 
el of tlic £i{j;nic\V I'hiiis IJoiirtl. lii- 

< Killed ;iro >o>^ioiis in wlricli cnin- 
jjiiij-ii^ ;irc enaluatt'd and l('s>oiis arc 
;ipi»licd to future media dri\e<. "We 
learn wluil £i clieiitV j)iol)lcniv are." 
lie exphiiii-^. "\\\ jol) i< to think of 
N\a\- in NNliicli spot nidio-tv can help 
;-ol\e the^e problems.' 

2. Hu\ing: Actual l)U\iiig by John 
M( Corklc. as it is w itli most timcl)u\- 
ers. i> onl\ j)art of the total job. But, 
when the bu\ing is being done, it 
take^ plcnt\ of time and a lot of jjlroiic 
calls. "The easy way is just to call 
those rep? whose stations are likelv to 
ha\e the kind of slots i,ou need foi 
\oiir client.*' John points out. "At 
SSCH, we don't like to do that. W e 
prefer to contact viriualiy e\ery rep 
in the business when were buying — 
if onl\ to explain to them why they're 
not goirrg to get the business this time. 
Reps w(Hild far rather lose a sale in 
open competition than be denied the 
opportunit) to present their storv. Hut 
they do mind not knowing about new 
spot business. We rely on reps in our 
jobs, so the courtesy is a practical in- 
\ estment." 

3. Servicing: For a big account 
particularly one as far-flung in its air 
s<hedules as I'all Mall, this is a big 
and time-consuming task. "We have to 
keej) asking ourselves 'Are we hitting 
the right audience today?' or 'Have 
any time slots opened up that are bet- 
ter than the ones we've got?' or 
"Should we adjust our schedules be- 
cause of rate or budget changes?'" 
John explains. In addition to re- 

< hocking s|)Ot s<hedules, John (like 
man\ timebu)ers) also rides herd on 
|)art of tlie agenc\"s network sched- 
ules. particularK tv. "A lot of net- 
N\ork t\ decisions are similar to 
straight spot de< isions," he sa)s, "j)ai- 
ti< ularl\ in niatter> of adding or drop- 
jniig stations from a network lineup, 
<lii"<king U|) on j)re-eiiii)tions. make- 
good* and e\aluatiiig new t\ stations. ' 

Pfrsoiiul: John MiCjirkle is orijii- 
nalK fr(mi Baltimore, lurt ha- li\e(l in 
?Se\\ ^ ork for more than 13 \ ears, 
lb" i> M) \cars old. \\\c- in llartsdale, 
\e« 'I ork I near Scar-dale I. with bis 
wife arrd Iwo ( liildren. His wife is not 
a former agency winiiaii. "i <-an think 
of nothing \Norse than going Innnc al 
night to \our t x-timebii\ ei wife, tell- 
ing Ircr what )ou bought that da\ foi 



the client an<i lliefi liasing her jioint 
out where \ou went wrong," he ex- 
plained. 

Ili'len WUhur, chief timebu\er for 
the Cre\ agenc), is a trim and attrac- 
tive redhead who works in a trim and 
attracti\e office at the ageiK)'- new 
heacbjuarters at 4.30 Park \venue, .New 
^ ork. Iler group is actualU part ol; 
the firm's metlla dej)artment and she 
reports to Media Director Dick Bean, 
hut Helen works closeK with Director 
of Radio-Tv Al Ilollender who head- 
creati\e broadcast functions. 

Sj)ot broadca-ting was just hegin- 
iiiug to boom at Grey when Helen 
joined the agency nearly two \ears 
ago. I Prior to Grey, she had been 
chief timebuyer at Doherty, ClifTord. 
Steers & Shenficld.) As Helen ex- 
plains it: 

"A number of our clients had held 
ofT on spot radio and tv. Some were 
waiting until tv reached near-national 
status. Other clients were waiting for 
radio to develop inerchaiulising plans 
to give them impact at point-of-sale. 

"In the past two )ears. a sizable list 
of our clients have become ver) ac- 
tive in radio and tv. I'm thinking par- 
ticularh of some of our beauty and 
drug accounts, home furnishings, tex- 
tiles and even retail accounts. In man>. 
cases, the results have been startling 
--accounting for huge sales increases, 

"Today, these accounts— including 
\'o-Cal. Imra, Doeskin. Sanisonite, 5- 
IJay Deodorant Pads. \'an Heusen 
Shirts. Anson Jewelry, J-B Watch 
Bands. I'^xquisite Form and others — 
are using broadcast advertising and 
have alerted us to be on the lookout 
for more good opportunities in spot 
or network. 1 his means that we fre- 
(|uentK have to move in a hurry." 

Spot billings, by Helen's estimate, 
rival network billings in dollar volume 
at Gre). "Spot is not a supplementary 
medium for many of our (dients. 
Therefore, it becomes extrenieK im- 
jjortant that we buy it carefully, know- 
ing it often represents the bulk of a 
< lient's air advertising. It has to do i 
real sales job. so we tr\ to get the 
kind of sjjot lineup a client s sales 
force can jjrcunote to dealers and re- 
tailers. 1 hat s one reason we like par- 
tici|)ations in spot shows that feature 
^trollg local sales personalities and a 
merchandising follow -through in both 
radio and t\ -j)ot. In adtliti<ui. we\e 
had good results with the multi-mar- 
ket Use of sMulicated tv films, sucdi as 



our co-.-p(»nsorsliip of Mr. J). A. for 
Sanisonite in man\ of the major t.v 
markets.' 

Helen is ([uick to credit the work of 
station reps as one of the factors in 
the stea<l\ growth of spot radio-tv at 
Gre\. "1 feel a good working rela- 
tionship between a tiniebu\er and sta- 
tion reps is a \ery important thing." 
she told SPONSOK. "We would never 
have been able to expand as fast as 
we have in spot for some of our (di- 
ents without the close cooperation of 
rep firms. That's wh\ we try to, lei 
them know, where possible, what our 
advance plan- are for our accounts." 

Mert handising pla)s a larger-than- 
usual role at Gre\ agency as one of 
the yardsticks by which the agency 
evaluates spot radio and tv. Today, 
although the agency's growth lately 

* * ★ ★ * * -fc ★ 

"Col<ir i* iiew>. For ad> crtisers who 
ha>e nevA lo lu'ccntiiate their leader- 
ship, enhance their prestige or revita- 
lize tlieir nicrcliaiidi-ing, color tcle>i- 
sion is the an-Hi-r. Color is what peo- 
ph* are lalkiiig al>out these ilays. Ail- 
^erIi^crs who pel in on the groiinil floor 
of color will win for themscKcs a lead- 
ership factor which their conipotilors 
will liave ^reat trouhle in nialchinp." 

SYD.NEY H. EIGES 
Vice I'resUh'nt. I'rpss & Publicity 
MiC. iVpir York 

* * «- * # « 

has been in the direction of "general'^ 
accounts (RCA \'i<-tor Records. Block, 
Drug. Squibb. .Mennen Baby Oil. \ec- 
(hi and Ehia Sewing Machines. Inhis- 
ton and others recently!, merchandis- 
ing is still an important aspect of the 
agency, which devotes an entire de- 
partment to it. 

Helen'- job — in addition to the 
usual timebuyer tasks of planning, 
jjurchasing and checking-up on net- 
work and spot radio-tv accounts — in- 
volves close contact with account peo- 
ple to keep abreast of the clients' prob- 
lems, and working \ery closely with 
the radio and tv department, both 
from a program and c-oiimiercial 
standjjoint. 

Personal: Helen is single, a native 
New ^ Orker and commutes from 
Scarsdale. She Iras blue eyes — likes 
driving around in the country, gar- 
dening and sketching. Current jirob- 
1cm: "We're still trving to convince 
some agencv clients that you still can t 
add a few extra hours to evening tele* 
vision time the wav von can alwajs 
add a few more color pages to a 
maga/.in(". ★ * * 
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WAVE 



you don't buy the hive— 



« & 



"4 & 



YOU BUY THE HONEY! 



One radio station — WAVE 
you need in Kentucky! 



gives you precisely what 



KENTUCKY'S BEST MARKET— AT THE RIGHT COST! 
wave's 50% BMB daytime area practically coincides with 
the rich Louisville Trading Area, which accounts for a whopping 
•#2.5% of the total effective buying income of Kentucky! 

THIS AREA'S TOP PROGRAMMING— NETWORK AND LOCAL! 
WAVE is the only NBC station in or near Louisville. 
In addition, WAVE spends the dough to do top local 
programming — uses 44 people exclusively for on-the-air 
ra^iio activities. 

Don't buy the hive. Buy the honey — but get all the honey 
without getting stung. NBC Spot Sales has the figures. 



WAVE 5000 WATTS 

LOUISVILLE * NBC AFFILIATE 

NBC Spot Sales, Exclusive National Representatives 



$ 

4 




NOW! DAVE'S IN DENVER 



. . . and he's going to make it "COZY" for YOU 




rMAR'S GOLD IM THESE 
HERE HILLS...ANDXOzy" 
WILL DIG IT OUT POR 
YOU. (WE GUARANTEE 

RESULTS,) 




Dave Segal made Kansas 
up to KUDL. Now he's g 
Denver "cozy" up to KOSI . . . ranking 
high as Pike's Peak with the folks who 
spend $$$ in Denver. 





KOSI IN DENVER—! 000 W— 1430 KC 

9100 EAST GOIFAX, DENVER 8, COlO, EMpire 6-2695 

KUDL IN KANSAS CITY, MO.— 1000 W— 1380 KC 

KDKD IN CLINTON, MO.— 1000 W— 1280 KC 
WGVM IN GREENVILLE, MISS.— 1000 W— 1260 KC 
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WANT TO SELL 
CANADA? 

One radio station 
covers 40% of 
Canada's retail 





San Francisco Bay Area's 
3,000,000 people are 
Foreign Language Spealcing! 

They multiply, add, jublracf and 
divide; THEY THINK! THEY BUY! 
in their own Ungudgo! Sttli them 
with KLOK, the jiation that (eachoi 
them alt, KLOK'i ipocialiied pro- 
gramming guaranleei your message 
attantion-getling IMPACT! 

■ SACRAMtNIO 





SOUTHWEST VIRGINIA'S PUUteC/l RADIO STATION 



waiting to HEAR from you . . . 

118,560 families weekly! 
92,070 families daily! 
59,090 car radio families! 

• WDBJ's share af the tuned-in Raanake audience 
averages 51 fa 59%! 

• 25% af Virginia's tafal refail sales are made in 
the WDBJ area! 



HMJ J I AM . SOOO WATTS • aeo EC 

I I IK I TM - 41,000 WATTS . 94.9 MC 

WW Ir I/W ROANOKE, VA. 

Oir|>if •I'l ap»»»/«c< ix <*• TmSS WOKLD COKtOKATlOS 

j FRESAJPgr^^S, INC.. NMianal Refwntatim* 




November 1,9 54 




WHO'S ON FIRST? 

The claims are for Ihis, lhat 
and the other network. It s 
so crowded you can't find 
the front runner . . . con^ 
fusion for Ihe sponsor try^ 
ing lo gel lo first base in 
local coverage. 

As for us-the record book 
shows we lead the league in 
the RBI column lor any 
product. We're always iL 
scoring position! 

You're up, sir! 

The Station of Piisonalities 




arewehappij 7j 



SERVING 300.000 
LATIN AMERICANS!! V(^^' 



^ THE MIGHTY "MIKE" OF 
SAN ANTONIO 
250,000 M!!!!witi« 

Nfltionfl! Tim. Sflloi— N«w Yotl 

Hat!an S. Oflliin t Aiioe, 
Loi AngoUi — San Ffan 



Wilhln SO milit et Ihi WJK enlinnai 
Ihcri era 139,860 tadf homii, Th!t cen- 
(lllulii Ihi pdmoty covirogs of ledie 
ilelien WJPS, 

Menlh oflir month during Ihi poil yoor, 
Even»i!!i h« Iwin e HIGH SPOT CITY 
ei ptiblithKl by Selti Menegtmtnl. It li 
lh« lioding HIGH SPOT CITY In Ihi tied 
of Indiene, 

Demlneling ceviregi In e HIGH SPOT 
MARKET mwrit SALES. Lil ui provi avr 
worth le ye v. 

•ttMfi I MclnlMh, CfiHiol Man-att 
TK> Ct.nt P. H.lllnab.ry Csmpcnr 



"A RADIO IN CVIRY ROOM' 

Evansville, Indiana 



NOW 
AVAILABLE 

BOUND VOLUMES 
of SPONSOR 

HANDSOME— DURABI.E 
EASY TO USE 



All I'f.'f.'i i\Mtr.\ iontitl in 
Iwo volumes jor 
penttnitent n'jcrcnce 
. . . only SIS 

If'rilt: jor yotir srI today 
Qitai\tit-\ is limited 
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■10 E ^9TH ST. 





I— BETTER FOR LISTENERS-I l-BETTER FOR SPONSORS-! 




« 



COMPLETE NEWS 



— THOROUGH COVERAGE — 




, . . on WWJ, of course! 



Everybody benefits from WWJ's 
emphasis on comprehensive 15-minute 
newscasts, strategically scheduled 
throughout the day. Listeners hear 
more news, WWJ gets more audience. 
You reach more people, sell more 
goods. 

Best-equipped in Detroit for this 
kind of job, WWJ features the town's 
top radio reporters, backed by lead- 
ing wire services and The Detroit 
News, Michigan's largest daily news- 
paper^^ 



Complete 15-minute newscasts- 
telling all the worthwhile news — is 
further evidence that WWJ is, as 
always, Detroit's leader in building 
and broadcasting programs of solid 
substance and listener loyalty. A 
limited number of newscasts are 
available for complete sponsorship or 
participation. 





AM-950 KllOCYClES-5000 WATTS Associate Te/evision Slalion WWJ-TV 
FM-CHANNEl 246-97.1 MEGACYCLES 



WORLD'S FIRST RADIO STATION • OWNED AND OPERATED 8/ THE DETROIT NEWS • NAT/ONAl R5PR5S5NrAT/V5S: THE GEORGE P. HOLL/NGBERr CO. 
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ALREADY SPENT FOR "THE STAR AND THE STOII^ 




DAVID NIVEN ANGELA LANSBURY EDMUND GWENN TERESA WRIGHT 



EDMOND O'BRIEN JAN STERLING THOMAS MITCHELL JUDITH AhEf 




SI TV-WISE, BLUE CHIP SPONSORS 



AVAILABLE ARB RATINGS 

GECES — In this tough 7 station market THE STAR AND THE STORY is TOPS attracting many more 
than the closest competition — big budget, network, Saturday Night Revue. 
{ANCISCO - THE STAR AND THE STORY is FIRST with a whopping 23.9 (59% share of audience.) 




Mm 



IRST RUN V2 HOUR FILMS FOR TV 

■ ory, selected and introduced by its own star l39 top names), 
ne works of celebrated writers (including 13 by Somerset 

8am), is sculptured into magnificent entertainment by the 
ers of 4 STAR PLAYHOUSE. 




Don W. Sharpe, Executive Producer 
Warren Lewis, Producer 




JOANNE DRU 



FRANK LOVEJOY 



1 



For full details on fhe presfige, pmfif show of the year, WRITB, WIRE, CALL 




OFFICIAL FILMS 



INC. 



25 WEST 45th ST., NEW YORK 36, N.Y. • PL 7-0100 

ftrlanta * Baltimote » Beverly HMhs • Boston • Chicago • Dallas • Detroit • St. Louis 

AMERICA'S LEADING DISTRIBUTOR OF QUALITY TV FILMS 

COLONEL MARCH OF SCOTLAND YARD * MY HERO • TERRY AND THE PIRATE 
TOWN AND COUNTRY TIME • SECRET FILE U.S.A. • TUNE-O 



•LIVING" STORYBOARD 

( onlinuril Irorii 13) 

M l fdot, Kiii-( ) inoccsscd llic i'lliii. 

1 lie 'tor \ il filiii ii- "v(>r\ loii^li. 
I- tlic .iiiciii V is iii-t to >t;itc. 

■■ \flei all. il- |)in|i()-(' i-ii't to s(M\<,' 
iv a siili-titutc for tin' fiiuil |)oli-lie«l 
oiiMiiiMciiil. " Dciuiis told M'ONSOK. 
'Il - mciclx 11 tlc'\ i( r for show ing the 
liciit ch'iirK wliat lie < t'\|i(H t from 
li- coiniiuTcial. 

()f coulso. tlic tliciit must still use 
li' imufziiiatioii to project from tins 



film to tlie fiai-licd coiiuiKMiial. loi 
OIK' thing. Alhriglit doesn't usf any 
sets, just a |)hiin light [Th<)lograi)lier's 
hackdi 1 heic are no o|)tieals, >-uch 
as wipes. diss(dve.«, su|)(*rs or irises. 
I)eeaii>-e these iiuolve greater lahora- 
|or\ expense-^. 1 here is, lio\\e\er, the 
attioii of ihe a<tors, their \ oiees and 
a feeling of the motion and continuity 
that the final < ominereial will have. 

DCSS gets this continuity through 
the simple editing. The lah te<^lmi- 
eian strikes oil a duplieate negati\e 
from the soundtrark of good take>?. 




NKW OKLKANS PATIO PARTY — 

>vliore arc llic propic? 



'riie\*ve li-teiiing to \\ DSU's "Top Twenty." f<»r 
this is llie higlu'st-rated local iifteniooii show iiv 
"Sew Oilcans. it not onh" entertain!i it 

sells prixlnets. "Top 'l\vent\ ' is t\|)ioal of 
W 1)>1 tn|>-(Iiglit programunng. Time and time 
again, we ha\c proved to tlio satisfaction of s|)«iu- 
s(»r.- tiiat onr |)rogiani» not onl\ entertain well. 
Ijnl s(dl well. Win not a>k ns ahoni them? 



WDSU .NKW ()IU.K\.\S VITAL TO FlIK SOl'TII'S IU(;GKST M.VUKhrT 



lie edits the picture negative to in- 
clude all inserts. These inserts may 
include ctosenps of the product or of 
the |)roduct's i.nstrut'tion sheets, i-f 
these are to he featured in the com- 
mercial, riiey may he words written 
on a hlackhoard which will actualK 
a|)|)ear on flip cards in the finished 
commercial. Finally, the picture iiega- 
ti\e and soundtrack are jjiit hack 
together in sync, and prints are made 
for the agency and the sponsor. 

There are several ach aiitages to the 
"living" storyboard. 

"It helps Us e\ahiate the selling ah'Ch 
it\ of the talent before we go ahead 
with an expensive production,"' says 
\lbright. "Sometimes an actor or ac- 
tress looks the part in person, but 
seems to lack conviction on film-" 

"W'e can catch certain bugs in a 
film st<jr\ board that we d never catch 
in a drawingboard one. " he added. 

In the IMaytex Hairciitter story - 
board, for example, the agencv no- 
ticed that the girl's hair was too long 
to show the cutter's action to best ad» 
vantage. 

i he client vsas in the studio when 
Albright shot the rough film. He com- 
mcnted that the girl handled the Play- 
tex Haircutter expertly and eiriciently. 
i>ut v\hen the film was played back, 
both client and agencv noticed that she 
was using the cutter far faster than 
women are likely to cut their hair. 
Therefore, DCSS will make copy cut 
to give her more time in the final, 
commercial. 

1 liese may seem like minor j)oints 
and yet they could make the difference 
between a selling commercial and a 
mediocre one. If they weren t noticed 
during the storyboard stage, the cli- 
ent";, multi-thousand dollar investment 
in the film conunercial might be wast- 

( ed or increased by expensive retakes. 
Of course, there are also disad\ nn- 
lages to this particular storyboard 
technique: 

It is best suited for demonstration 
commercials. If a commercial hinges 

J (Ui a particular setting, such as a boy 
and girl dancing on a moonlit terrace, 
then the rough film would be either too 
costly with the setting and costunii^ 
or misleading without them. 

It takes longer to produce this type 
of stor\ board; about three hours or ^o 
of shooting |)lus a week of film pro«'- 

' e.ssing. An artist's storyboard may 
lake two da\s to |)roduce. 

"\(>u tend to limit Die creative 
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The 32 counties In Sioiix City Sue-Iaiui include Nebraska's 
leading farni county. South Dakota's second, and two of Iowa's 
top tliree. Five of the 32 arc among tiie first 75 in tlie U. S. in 
farm income, from cattle, hogs, corn, oats and other products, 
Sioux City Sue-land enjoys au annual cash farm iliconle of better 
liiau half a billion dollars. The value of farm produels sold in 
the area, according to the last Census, lopped the totals of 34 
>lales; average per farm ralue of products sold was $9,460, more 
than double the national average. Sioux City is the nation's 
fourth largest livestock center, fourth largest grain market, 31st 
metropolitan area in wholesale sales. Its more-than-300 manu- 
facturers include the world's largest maker of wind-propelled 
generators, world's largest popcorn manufacturer, and assorted 
makers of tools, batteries, fishing tackle and farm supplies. 
There about 125.000 Iv sets in Sioux City .Suc-Iand, the owners 
of which (so many tell us; rating data upon request) find 
watching K\ TT rewarding. 




I 



I KVTV. a Cowles Station, is under the same management 

I as WNAX-S70. the radio station that for 30 years has 

I successfully served one of the wor/ld's major agricultural 

I regions, the five-state area known as Big Aggie Land. 
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imagination of llic iiKlcpeiuleiU film 
|)ro<lui ci llii^ -oil of >lor\ board, 

oiii" a<;('ii( \ prodiit cr told si'oNSOK. 
'■■|*>\« lioloj;irall\ , lie"ll feel more tied 
down to £1 roiij:li film than lo a drawn 
>lor\ hoard. " 

\ film |)rodu(tM at one of the top 
1(1 iadio-t\ a^tMK ic- fell llial the film 
»tor\lioard would do more lo confuse 
and ini>ill a (lien I on a coinniorcial 
than it would help him. 

"He'll tend lo «ay. "It that all we'll 
•let?""" he explained. "And ihen the 
a^en< \ producer has to do more ex- 
|)lainin<i of .xpe<-ial elTet ts. and >etlin<r< 
and camera technique.« than he did be- 
fore. Willi an arti>lV slor) board the 
exlra> are taken for granted. 

l'rodu<'er? al agencie? that are ^.hool- 
ing in color lend to look more fa\or- 
al>l\ on the lwhni(jue. "'First of all," 
one pointed oul, "ihe inve?lnienl in a 
Color film is so nnich heavier lhal it 
l)ays to lake an extra pre-produclion 
step lo safeguard ihe final results. 
Be>ides. the ( lienl for a color film is 
less likely lo be misled by the black- 
and-white film rough, since it is more 
obviously ju^i a slor\ board." * * * 



RICHFIELD CO-OP 

(Continued from ])age 39 j 

radio copy and tv slide? for use in 
the co-op plan. 

Richfield commercial- meet the com- 
pany s need for econoni} and stand- 
ardized delivery. There are no com- 
plicated backdrops or involved action. 
All radio commercials are delivered 
live, usually by well-known local an- 
nouncers. The company benefits from 
ha\ing a familiar community voice lo 
gi\ e its messages. The h- coniniercials 
combine live narration with slides. Ifs 
simple and economical. 

Richfield distributor conmiercial kits 
contain explicit directions for action. 
L<M al announcers are instructed on the 
pronunciation of certain key words 
so messages will be standardized. 

Richfield".'* 19.54 fall advertising of- 
f(Mi>i\e wa- kicked off 10 Oc tober. 
Ihe company i- now running a series 
of 27 carlooii-ty pe news|)a|)er ads. The 
ad- are 7'^> x Pi" and consist of 
three-.-lrip panels which tell a simple 
>lor\ : .New liic lifield li\ drogen-pow - 
ored Kill) I "lOI" IMus has power. 

To acliie\e greatest impact for com- 
pan\ -sponsored and co-op effort- Rich- 
held clecidc^d to u-e the -aine c artoon 



theme in its t\ ctnumeic iais. In; fac t, 
lliey used the same cartoons. 

To adapt them to television a slide 
was made of each cartoon panel, us- 
ing the cjrigiiial artist's drawing. 

01j\iou?l\ a substantial amount of 
iiione\ was sa\ed b\ using the same 
artwork for the tv slides, .says the 
agency. Ivacli slide cc)sts only a nomi- 
nal amount- about SI. 

In each commercial after three car- 
toon glides are shown, the camera cuts 
to an announcer standing next to a 
ga-oline-pump globe \\\\\\ the Rich- 
field eagle and the words '"Richfield ' 
and '"li\ drogeii-|jo\\ ered" imprinted on 
it. The rest of the commercial uses 
simple |jrops like Richfield station 
signs, cans of oil and charts. Other 
slides are shown with simple messages 
like "free safet\ check" •■anli-slalling, 
anti-freezing, anti-rust'" to point up the 
narration. 

Handling the Richfield account al 
Morey. Humm & Johnstone are L. R. 
\'an Doren, executive vice president: 
William L, Wernicke, ladio-tv direc- 
tor: Lewis R, Angelos, account exec- 
utive. 

fvti(f>r((iiii, then uistruvt: The en- 
lire commercial is done live by local 
announcers. With the cartoon slides, 
the announcer recites short poems to 
enforce the feeling of whimsy created 
by the drawings. The poem written 
for the horse and car cartoon shown 
on page 39 goes like this: 

Poor Percival Jones uas feeling 
quite sad. 

He needed a horse— for his engine 
u as bad. 

iXow it's hydrogen-powered — and 

wherever he goes 
That car is so peppy, its horsepower 

shows! 

Ihen the announcer switches lo a 
hard-sell message stressing the advan- 
tages of Richfield Ethyl "101" Plus: 
in winter, its anti-stall, anli-freeze and 
anti-rust properties are highlighted; in 
spring and summer, commercials re- 
voKe around extra power. 

"The combination t)f cartoons with 
verse is %ery effective as an atteiitioii- 
c atelier and has nienior\ \alue. sa\s 
Hen I'ollak. "Our commercials enter- 
tain before they instruct. Viewers are 
more willing to hear a commercial 
once their interesl is aroused, we \ e 
found." 

Fourteen c(f (he 27 cartoon news- 
]>aper strips were drawn In 0. Soglow. 



creator of the well-known strip, "The 
Little King." Only Soglow cartoons 
were chosen for television, so viewers 
would learn to associate his st\le of 
drawing with Richfield. 

The current Richfield air drive m 
planned lo sell just three things: 

Richfield Klhyl "101" I'lus: Rich- 
lube Super HD .Motor Oil and Rich- 
field dealer.s" All-Point Safety Service 
for winter. 

"W^e make a big point of good ser- 
\ice in our newspaper and air adver- 
tising."' says Ben Pollak, "because we 
think people are getting tired of ihe 
claims and counter-claims in gasoline 
advertising. The\ re confusdd by com- 
l)licated formulas. What they want 
from a gas dealer is a smooth, high- 
powered gas — and courteous, reliable 
servic e, " 

Phrases like "Protection against ra- 
diator freeze-up. Protection against 
cold-starting. Protection against the 
harmful effect? of cold weather on 
chassis wear-points . . .'" underline 
the benefits of a Richfield winter check. 

On radio, the "entertain, then in- 
struct" philosophy is carried out with 
a 12-second jingle to the tune Merrily 
We Roll Along. Heres how it goes: 

I Sound of car horns) 

Merrily you'll roll along, roll along, 
roll along 

Merrily you II roll along 

On Richfield gasoline! 

(Car horns) 

On Richfield gasoline! 

Disks of the jingle are supplied to 
distributor radio sponsors, who also 
get kits of 36 one-minute, 30- and 15- 
second commercials. 

"Throughout a 52-week span."' says 
Ren F^ollak, "we send out literally hun- 
dreds of radio commercials to distrib- 
utors. Using them live allows us great 
variety al low cost. Most commercials 
on the gasoline bring in the theme 
that science has found great new ad- 
vantages in hydrogen power, that hy- 
drogen is the most efficient power ele- 
ment in petroleum. " 

In both the radio and the tv com- 
mercials, motorists are told to look 
for the "sign of the Richfield eagle 
and the cream and blue pumps. " The 
distinctive eagle of Richfield"s trade- 
mark appears m all print copy and in 
ever\ t\ commercial. 

Since distributors can decide to 
sponsor a show at any time of the 
\ear. the coinpaiu "s air schedule is not 

( Please turn to page 9-t) 
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a rich new smoke in tobaccoland 



Tobacco has long been King in tlife Prosperous Piedmont section of North Carolina 
and Virginia. But today, the rich new smoke from foundries, steel fabricators, machine 
tool builders and chemical industries crowd tobacco for industrial leadership. 

Strong new industries are expanding payrolls and profits in the Prosperous Pied- 
mont . . . and WFMY-TV, Channel 2, is the most direct selling channel to this lucrative 
market. No station, or group of stations, rivals the selling power of WFMY-TV in 
this heavily populated area of the South. Here, 1,733,700 potential buyers have 
2 billion dollars to spend each year and WFMY-TV is the major influence on how 
Ker spend it. 

Covering one-quarter million sets in Greensboro, Winston-Salem, Durham, Reids- 
•'••;ile, Danville, High Point and other major cities, WFMY-TV has been the dominant 
selling medium in this 31-county market since 1949 . . . now in our 6th year. 

To smoke out greater sales in the Prosperous Piedmont, call your H-R-P man today. 



uif my-tv 





Basic Affiliate 



GREENSBORO, N. C. 

Represented by 
Harrington, Righter & Parsons, Inc. 

New York — Chicago — San Francisco 
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ARE THE STATIOI 



NATIONAL SPC 



REE 




ETERi 



INC. 

Pioneer Station Kepresentatives Since 1932 



NEW YORK 
444 Maciisott Ave, 
Plaza 1-2 700 



CHICAGO 
230 iV. Michigan Ave. 
Franklin 2-6373 



DETROIT 
Penobscot Bldg. 
Woodward 1-4255 



ATLANTA 
Clenn Hldg. 
Main 5667 



FT. WORTH 
406 U". Seventh St. 
Fortune 3349 



HOLLYWOOD 
633/ Hollyivood Blva. 
Hollywood 9-2151 



SAN FRANCISCO 
Russ Btdilding 
Sutter 1-3798 




I 



:)R YOUR 

SADIO CAMPAIGN . , . 



EAST, SOUTHEAST 



WBZ -1- WBZA 


Boston — Springfield 


JNBC 


VV Ijrv 


Duiiaio 


JNoC 


IN. 1 vV 


Philadelphia 


NBC 


KDKA 


Pittsburgh 


NBC 


WFBL 


Syracuse 


CBS 


VV l^Ol^ 


Charleston, S. C. 


Cr5o 


W/TCT 


Charlotte 


MBS 


WIS 


Columbia, S. C. 


NBC 


WPTF 


Raleigh — Durham 


NBC 




Koanoke 


CBS 








WHO 


Des Moines 


NBC 


woe 


Davenport 


NBC 


WDSM 


Duluth — Superior 


ABC 


WDAY 


Fargo 


NBC 


WOWO 


Fort Wayne 


NBC 


WIRE 


Indianapolis 


NBC 


KMBC-KFRM 


Kansas City 


CBS 


KFAB 


Omaha 


CBS 


WMBD 


Peoria 


CBS 


KFDM 


Beaumont 


ABC 


KRIS 


Corpus Christi 


NBC 


WBAP 


Ft. Worth— Dallas 


NBC-ABC 


KENS 


San Antonio 


CBS 


MOUNTAIN AND WEST 






KDSH 


Boise 


CBS 


KVOD 


Denver 


ABC 


KGMB-KHBC 


Honolulu — Hilo 


CBS 


KEX 


Portland 


ABC 


KIRO 


Seattle 


CBS 



51,000 
5,000 
50,000 
50,000 
5,000 

5,000 
5,000 
5,000 
50,000 
5,000 



50,000 
5,000 
5,000 
5,000 

50,000 
5,000 
5,000 

50,000 
5,000 

5,000 
1,000 
50,000 
50,000 



5,000 
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5,000 
50,000 
50,000 



RICHFIELD CO-OP 

{ ( .onli/nii'd from /w^r UOl 

>-t;iti<'. \l jjic^-thiic. Ii(ju('\('r, di^lrili- 
ijlors were •-poii^oriiij; sliows in eight 
tv iii;irk.i'ls. ."iO riidio iiinrkcls. 

Sjmitv iicwn iiiul local sportiii"; 
e\t'iit> < ()iiij)ri>e about VAV [ of t(jt;il 
co-oj) l(u\» on r«i(lio. S[)()iis()rsliij) 
iiin- llic pniiiut from oiK'-iiiiiuitc an- 
iioiiiK cin('nt> to two-lioiir >|ioits ('\('iit<. 
Ill addition, tlioic is s-oiiie local partic- 
i|)atioii ill network co-op shows, like 
tlic I'liltoii Lewis Jr. jjiojiraiir on MBS 
and oilier news. Most popular time 



sf<;ineiil is 15 minutes. These arc the 
stations now heiii" used: 



X. n.; AV.MXIJ, 
AVOI-F, Syr.-iciisc; 

\Vr>.\'l', I'tica: 




SV.MI'.O, Aiil.iirii, .\. \.; \VCh\', <'\\i\r 
lottcsville; WVl'O, St roiKlsljurj;, 
Wlli:i!. I'ort.siiioutli, 
.Nortli .\(l;]iiis, .M;iss. ; 
W.MltS, t'liioiitowii, 
\S'(il')(i, (Jrcciisljoro ; 
WDVA, l).iiivillc'; AVIII-F, Soiitli I5ostoii, 
S'.i.; \S Al-L, .Middle-town, X. V.; AVSVIJZ, 
S'iiicl.iiid, X. J,: WTVL, SVsit<T\ ill.-, Mc; 
WKUT, Cortl.'ittd, X. v.; WAZL, Ilazlc- 
toii. Pa.: WHAT, Lake Wortli, Vhu; 
\\V,\i\i and AVKQI{, (".old.sl.oro ; WHOI), 
Davtoiia IScarli; AS'IVV aiid WI'DQ, .Jack 
soiivillp, ri:i.; WLVA and WSVOI), Lvncli 
l.iirR, Va.; WIIH!! and Wf'XS, I'.iirlinuton, 
X. ('.: \S'I?AI„ Halcicli; \VI,AX, Laiicas 
tcr; WCK.S, r.rcciiwood, S. ('. ; WIJiH, 



PHOENIX 

"BIG 




now 



Among 

U. S. METROPOLITAN MARKETS 

Phoenix ranks — 



23rd 


in Building Material- 
Hardware Store Sales 


34th 


in Drug Store Sales 


34th 


in Filling Station Sales 


34th 


in Home Furnishing 
Store Sales 


38th 


in Supermarket Sales 


42nd 


in Eating and Drinking 
Places Sales 


"SRD Consumer Markets '54 



Metropolitan Market 

in Population and Retail Sales 

• Population 423,400 

• Retail Sales $515,290,000 

Phoenix' sharp gains in population and 
retail sales make sense. The whole vital 
market is GROWING. New people are 
streaming in . . . finding jobs, buying homes 
and cars, establishing businesses. In fact. 
Phoenix is the hub of a network of pros- 
perous communities which make a defi- 
nite contribution to Phoenix' retail sales. 
It's a market worth dominating — and you 
can dominate it through the complete 
coverage of KPHO and KPHO-TV. They 
take your sales story right into the homes 
you most want to reach I 



SOLD 

re>thea most effectively through . . . 



KPHO-TV'"' KPHO 



Qianntl S • CBS Basic 
First in Arizona sinct '49 



Dial 910 • ABC Basic 
Hi Fidelity Voict of Arizona 



AFFILIATED WITH BETTER HOMES and GARDENS • REPRESENTED BY KATZ 



l.i-l,:.noii, J'a.; W'.MHK and WK\'A, Lew- 
istown, J'a.; WCIJ, C'orniiiK, X. Y.; 
WDOS. Oiiuonta, X. V.; WKOP and 
WXHF, Jiin^'hainton, X. Y.; WAIM, An- 
d.TNOii, .S. ('.; WBBK, Hofliistcr, X. V.; 
WC.MU, llarrisljurj; LcinovHi', I'a.; AVMFR, 
Hitjli Point, X'. r.; Wr.R.S, Miami; AVS1'X[ 
Sar.-itona .S|,rinKs; AVMAV, ]IavorliilI, 
.Mass.; SVEL.<=!. Kin.stoii, X. r. ; WMFD, 
SVilniinKton, X. C; \VC1IA, nianiljcrs- 
hwTi;: \VI)|J> and WI'f'K. Panama f'itv, 
Fla.; Wf'HO an.l \\'.]M\ .Johnstown, Pa'; 
WCTII, Hartford. 

On tv the favorite t\j)e of show 
seem? to he the fi\e-niinutp news pro- 
gram. 

News is hi^h in popularitx hecause 
of its general appeal to a male audi- 
ence. Other choices: a syndicated 
comedy film series, weekly hasehall or 
footliall. local (juiz participations. 

Here's the tv lineup: Duffy's Tav- 
ern, WWLP. Springfield, Mass.; Rich- 
field World iVeu's (five-minute news 
three times weekly), \\'GAL-TV, Lan. 
caster; five-minute news three times a 
week WMFD-TV, Wilmington. X. C; 
minute announcements. WJDM, Pan- 
ama Cit). F\a.: weekly hasehall plus 
five-minute sjjortscast four days a 
week. \\'y\Kl)-TV, Johnstown, Pa.'; 10- 
minute news once weekly, WCAU-TV, 
Philadelphia; local quiz participations 
two days a week, W'LA.M-TV, Lewis- 
ton, jMe. ; eight-minute sporlscasl once 
a week, WHAM-TV. Rochester. 

To round off its air schedule. Rich- 
field itself hu\ s a half-hour film drama 
series, Richfield Slar Time Theatre, 
over WJAC-TV, Johnstown. This is 
the firiu's sole air effort — an excep- 
tion to its policy — due to special local 
situations. 

To test the pull of its co-op and com- 
pany-sponsored air schedules and to 
build gasoline station traffic, each sea* 
son Richfield offers hasehall and foot- 
ball schedules on its radio and tv 
shows. 

The 44-page football booklet in- 
cludes information on college stand- 
ings, results of major howl games, of- 
fii ial's signals, basic formations and 
top pro football players as well as 
schedules of collegiate games. Listen- 
ers and viewers are invited to pick up 
these booklet? at their local Richfield 
dealer's. 

Crotttittfi illstribttl€fr t'xt'llt'ithvnf: 

Since the ^uccess of Richfield s co-op 
efforts depends upon distributor and 
dealer enthusiarm. the company uses 
heav\ promotion on the ,50-50 plan. 

The Richfield fall-winter 19.54 "Mer- 
chandiser ' uses a .^oiilow cartoon on 
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SPONSOR 





THE BADGE 

that draws 100,000 letters annual 

Meet the man who's "Deputy Dave" to thousands upon thousands of Northern 
California's younger generation . . . and a lot of their parents. In song and story, 
cartoon and interview, Deputy Dave's a fascinating salesman of good morals, 
good manners, common sense and safety. In the past year some 100,000 letters 
and cards, and actual deputization by sheriffs in 23 Northern California counties 
(that is coverage), have given positive evidence of his impact. He makes 
sponsors verij happy, too. 



■ C H A^N NJE^L ^ylP 



SAN FRANCISCO, CALIFORNIA 
Affiliated with CBS Television Network 
Represented by the Katz Agency 



WESTINGHOUSE BROADCASTING COMPANY, INC. 





WBZ-WBZA . WBZ-TV. Boston 
KYW . WPTZ, Philadtlphla 
KDKA, Pillsbursh 
WOWO, Fori Wayne 
KEX, Portland 

RepresenleJ by Free & Peters, Inc. 
KPIX, San Francisco 
RepresenleJ by The Katz Agency 
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wcov 

RADIO 

MONTGOMERY, ALA. 

10,000 

WATTS 

CBS RADIO 

For 

22 COUNTIES 

in Central Alabama 

POPULATION 

726,500 

FAMILIES 
186,800 

RETAIL SALES 
$443,969,000 



GET THE 
COMPLETE STORY 

From 

PAUL A. RAYMER CO. 
or write 

WCOV 

RADIO 

MONTGOMERY, ALA. 



the co\cr and othei carlooii^ are Mjal- 
leicil (111 ougliout llje hook to publicize 
the iicws-paper ciri\e niid ^pur iiileiesl 
ill co op plaii.-i. 

The pamphlet is also ile.^igiied to 
generate e.vcileiiieiil ahout Rirlifield 
prodiu t!; theiii>eKeis and their new hen- 
efits for iiiotori>t5. 

Kithficid knows it's important to 
keep distriltutors happy. The coni- 
pain's existence, iu fact, depends on 
winning and keeping them. 

'1 lie gasoline industry today is one 
of the nio>t competitise in the coun- 
try. 

Contracts between (he ilistribulor or 
dealer and the gasoline firm are only 
for short periods. After the contract 
has expired, the relationship can he 
terminated h\ either partv. 

The big gas and oil company, there- 
fore, must not only advertise heavily 
to sell its products, but must herald 
this advertising to distributors and 
dealer?. 

itttSoiwntSent dlstrihiitors: Rich- 
field itself is somewhat uni(|ue in the 
gasoline field because of its distribu- 
tion setup. Unlike most other large 
companies, who employ district sales 
managers to funnel gas and oil down 
to the dealer level, I{ichfield operates 
via an independent distribution sys- 
tem. That is, its distributors are inde- 
pendent businessmen who are fran- 
chised to sell Richfield products in 
their specific territories. 

Richfield offers its distributors a 
more tangible asset than advertising 
and promotion: It licenses only one 
man to handle its products in any giv- 
en area. In other words, the Richfield 
distributor is protected against same- 
brand competition. 

The Richfield Oil Corp. of New 
York is currently celebrating its twen- 
ty-fifth year of operation as a gaso- 
line marketing firm. Richfield itself 
owns no refineries or producing fields. 
It's a wholly owned subsidiary of the 
Sinclair Oil Corp.. which supjilies it. 

Until about 1933 Richfield Oil of 
New York operated as the Eastern 
marketing division of the Richfield Oil 
Corp. of California. The two com- 
panies are now completely separate. 

Richfield of .New ork's previous 
lompanv -sponsored air advertising 
consisted maiidy of new> programs 
broadcast over selected Eastern net- 
works. Its last radio effort was a 
news ?how b\ Larry LeSueur and 
Charles Collingwood o\er CHS. * * * 



TV DICTIONARY 

iContiiiut'd from page 46) 

the climax speech resolving the scene, 
play or commercial to its conclusion. 

TAILGATE The section of an optical 
printer in which the printing film is 
run. It is usually mounted so that it 
can slide on rails like a lathe bed to- 
ward or away from the optical camera, 
in order to produce enlargement or 
diminution of the photographed image. 

TAILS-UP A reel of film so wound that 
the last frame in the image sequence 
is on the outside of the roll. Contrast- 
ed with head-up. 

TAKE (1) Single shot picture or scene 
held by tv camera. (2) Such a scene 
so televised or filmed. (3) Command 
to switch directly from one picture or 
camera to another picture or camera, 
as "ready one, take one," "ready two. 
take two." (4) Instruction to switcher 
to feed a given picture channel to 
transmitter. (5) Reaction or sudden 
obvious realization by talent. 

TAKE IT AWAY Directions to station, 
network, talent, announcer, "You're 
on the air." 

TAKE-OFF SPOOL The spool or reel 
from which film is unwound and fed 
into film machinery such as projectors,, 
cameras, printers, developing ma- 
chines. Also called a feed spool. 

TAKE TIMINGS To time each uhit df 
a show or a commercial by stopwatch. 

TAKE-UP SPOOL The spool or reel on 
which film is wound after being run 
on film machinery such as projectors, 
cameras, printers, developing machines. 

TAKING A BALANCE Preliminary 
testing of various sounds in a program 
to determine their relation to one an- 
other in sequence. 

TALENT COST Expense or cost of a 
show aside from the time charge, 

TALENT SCOUT Person employed to 
search for potential talent, actors, for 
tv station, network or show, 

TALK BACK (1) Phone circuit, ear- 
phones or cans from director to tv 
crew. (2) Loudspeaking device between 
studio control room and studio en- 
abling producer to give directions to 
cast during rehearsals. (3) Telephone 
facility used to permit remote origi- 
nating point to hear predetermined 
cues and thus enable foolproof switches 
to be performed. 

TALKING DOWN Talent acting or 
speaking in an aloof, superior manner, 
or so it seems to viewers. 

TALKING IN HIS BEARD Speaking in 
a muffled, almost indistinguishable. 
Voice or tone. 

I I'lease turn In page 98) 
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Key to S-million people 
in a 4-billion dollar market . 



WTMJ-M^ 




It's the heart of America's 
dairyland, the center of 
Wisconsin's industry and 
finance . . . and WTMJ-TV 
is the only TV station 
blanketing the area! 



VIRST in coverage, programs, results , . . th a market that's always first I 




WTMJ-TV facilities are unequaled in Wis- 
consin. Seven studios, mobile unit, and 
three microwave relay transmitters are 
available for use ... in the hands of Wis- 
consin's most experienced TV producers 
to serve the big Milwaukee market. 



Master technicians, operating the finest 
telecasting equipment yet developed, mean 
outstanding quality in WTMJ-TV telecasts. 
And 100,000 watts of power, transmitted 
from a 1,035-foot tower, provide better 
image for the 3,416,085 people (not count- 
ing Chicago) with a 90-mile radius. 



Product sales climb fast when WTMJ-TV is 
used Year after year, results obtained by 
advertisers have kept WTMJ-TV first in 
scheduled advertising , , first with local 
and national advertisers. One test campaign 
over WTMJ-TV will prove why! 



There's no substitute for 



WTMJ-TV EXPERIENCE 




• with seven years on-the-air 
experience in television. 

• to transmit network color 
programs in Wisconsin. 

• to originate local color 
broadcasts in Wisconsin. 

• in the homes and hearts of 
the people of Wisconsin. 



WTMJ-TV is the only television station in Wisconsin that blankets 
this entire market for advertisers. The station is on the air more 
than 1 15 hours per week . . . presenting loc,al and basic NBC- TV 
network programs. Due to audience and demand, WTMJ-TV pre- 
sents more programs than any other Wisconsin television station. 



WTMJ-:^ 

The Mihvaiikee Journal Television Station 



Represented nationally by HARRINGTON. RIGHTER AND PARSONS, INC. New York « Chicago • San Francisco 
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lAPE or TAPE RECORDING (1) The 

record of sound on a magnetic strip; 
the recording of sound on magnetically 
oxidc-coalcd tape. i2) Recordmg of a 
complete tv show. 

T.C. Short for transcontinental. Means 
a network show that reaches from 
coast to coast. 

TEARS Horizontal disturbance in tv 
picture caused by noise which makes 
picture appear to tear apart. 

TEAR JERKER T\' show with a sad or 
pathetic appeal. 

TEASER Strip of muslin or material 
above set to prevent camera from 
shooting over into lights or grid. 

TECHNICIAN Skilled worker in any 
branch of tv production, direction, en- 
gineering. 

TD or TECHNICAL DIRECTOR Direc- 
tor of all technical facilities ana op- 
erations, lighting, cameras, sound, 
switching in a studio (and frequently 
remote) production. 

TELECAST A television broadcast, pro- 
gram or show. 

TELECINE Equipment used by British 
BBC to televise films. Much larger 
than U.S. equipment but much more 
quiet in operation. Film moves in con- 
tinuous motion insteaa of intermit- 
tently, reducing wear on film. 

TELEGENIC Object, talent, anyone or 
anything that looks well on television. 

TELEPHONE SURVEY Any survey con- 
ducted by means of telephone calls as 
contrasted with mail surveys or per- 
sonal surveys. 

TELEPHOTO Very narrow-angle lens 
of great focal length which produces 
large-size images at extreme distances, 
frequently used at sporting events. 
(See Lenses.) A lens, usually of great- 
er than normal focal length, so con- 
structed that the back focus is differ- 
ent from the effective focal length of 
the lens; usually less, in order to in- 
crease compactness; sometimes more, 
in order to allow for the use of a wide- 
angle lens in a camera where a prism 
must be mterposed between lens and 
film. More generally, a lens of any 
construction which is of more than 
normal focal length. 

TELEPROMPTERT; A device created for 
and used widely in televi.sion and mo- 
tion picture production for visually 
prompting performers, public speak- 
ers wherein the .script i.s presented in 
large type and moved vertically by re- 
mote control at a rate set by the de- 
livery of the performer. 

11 n. i;l t.Tol I s IM 1 t <ini I 

TELETYPE Machine leased from AP, 
UP or INS to receive news bulletins or 



to send or receive me.ssages from other 
stations. 

TELEVIEWIR Member of tne televi- 
sion audience. 

TELEVISE or TELECAST, TELEVISING^ 
TELECASTING To transmit a picture 
electronically by using television equip- 
ment. 

TELEVISION The transmission and 
reproduction of a view, scene, image 
or person by an apparatus that con- 
verts light rays into electrical im- 
pulses in such a manner that those 
same objects may then be transmitted 
and reconverted by a receiver into vis- 
ible light rays forming a picture. 

TELEVISION BROADCAST BAND The 

frequencies in the band extending from 
54 to 890 megacycles which are assign- 
able to a television broadcast station. 
These frequencies are 54 to 72 mega- 
cycles (Channels 2 through 4), 76 to 
88 megacycles (Channels 5 to 6), 174 
to 216 megacycles (Channels 7 through 
13), and 470 to 890 megacycles (Chan- 
nels 14 through 83). 

TELEVISION CODE Self -regulating 
code adopted by the NARTB in March 
1952, and to which approximately 85 7o 
of the operating stations subscribe, and 
thereby technically have the right to 
exhibit the Seal of Good Practice on 
their television screens. (See Length 
of Commercials of the NARTB.) 

TELEVISION CODE REVIEW BOARD 

Administrative body established for the 
purpose of overseeing the operations 
of the Television Code. 

TELEVISION CUT OFF The actual field 
that is projected and received on a tv 
set as opposed to the large area of field 
that appears on a 35 mm film, 

TELEVISION GRAY SCALE Resolution 
of colors in scenery, costumes and per- 
formers' faces into corresponding gray 
values in black-and-white tv. Has a 
shorter contrast range than other pho- 
tographic media. May vary from five- 
step gray scale (white, light gray, medi- 
um gray, dark gray and black) to more 
sensitive brilliance of the various gray 
values, depending upon light source 
and equipment factors, to approach the 
10-step transition (from white through 
grays to black) of photographic and 
printing gray scale. (See Gray Scale.) 

TELOP An opaque slide — d) Used in 
gray telop. (2) Card for titles — short 
live. (See Roll Up.) 

TEMPO (1) Relative speed or pacs of 
performance or music. (2^ Impression 
of speed which a show makes on view- 
er, either by succession of incidents or 
fhots or by the rate of movement 
5hown or rhythm sound. 

TEST PATTERN Specially made design 
of lines and or circles transmitted for 



the purpose of correctly setting focus 
and tuning of an image on tv screen. 
Also used for station identification. 

TEST PRINT Trial composite print. 

TEXTURE An element of design; the 
artistic composition of an object, pic- 
ture or sound resulting from the blend- 
ing of elements such as the parts of 
music or colors. 

THE TIP Viewing audience. "Holding 
the Tip" means holding your audience. 

THEME Subject or central idea spe- 
cially composed or particularly apropos 
tune or music that identifies a specific 
program. Garroway's theme is "Senti- 
mental Journey"; the theme for the 
Lone Ranger is the "William Tell Over- 
ture," and so on. 

THEME SONG A recurring and char- 
acterizing melody in a musical per- 
formance. 

THICK When individual sounds or 
instruments in orchestra are not dis- 
tinguishable. 

THREAD, THREADING Placing film on 
the proper sprockets and rollers, align- 
ing it in the gates, forming loops and 
whatever is necessary to insure its pas- 
sage through the camera or film mech- 
anism. 

THREE-COLOR PROCESS Process of col- 
or reproduction involving analysis 
takes place on three separate tracks of 
film. Contrasted with integral tripack. 

THROW Distance from film projector 
to screen. 

THROW A CUE Visual hand signal 
usually given by pointing at talent to 
tegin action or speech. 

THROW IT AWAY (1) To give line in 
casual and offhand manner. (2) To 
speak without obvious emphasis or ex- 
pression. (3) Order to talent or engi- 
neers to fade picture or dialogue no 
matter what script says, 

TIGHT (1) Close shot using narrow- 
angle lens — 90-135 mm. (2) Show 
which in rehearsal plays a few seconds 
over allotted time and should either be 
cut or played rapidly provided the ma- 
terial permits rapid treatment. 

TIGHTEN UP, CLOSER SHOT, LOOSEN 
UP, MORE DISTANT SHOT Terms used 
from director to cameraman when ob- 
ject is framed to obtain precise shot 
desired. 

TILTING TURNTABLE A rotating plat- 
form on which transcriptions are 
played that can be turned or tilted to 
show it from more than one angle. 

TILT Up Direction for camera move- 
ment, up. 

( tUctiotturn v«nithiin's ttoxt issue) 
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the other member o-F IVIORE -Fsimilies 



In the past year, an average of 300 new TV sets were installed every day in the 62 eounty 

area served best hy WCCO-TV. Channel Four now reaehes 511,000 

Minnesota-Wisconsin homes. 

These new television viewers naturally joined the 
growing WCCO-TV family eircle. In Minneapolis-St. Paul, 
the average WCCO-TV advertiser — regardless of time 

or day — reaehes* 

• 7500 more families than the average of Station B — 
a bonus audienee the size of Austin, Minnesota. 

• 14,000 more families than the average 
on Station C — a bonus audience the 
size of La Crosse, Wisconsin. 

y\sk Free & Peters how to gel 
this family bonus for you. 

September Telepulse 
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NET TV PARTICIPATIONS 

[Conlirtiicd front imiic I I ) 

Tlif I'irtl.y Lcf Shou i- sold ii) T'/o- 
iiiimite M'fiiiii'iits with oiie-iiiiiiuic coiii- 
iiiPK ial time in cac-li. I'liiil Dixon goes 
ill lO iiiiiuite -('{.'URMits (at a i)i(jgraiii 
, n-t of S lOO each I. 

MU: T\ alM. ofTcrs what it call- 
it> "T-ll-J CloiiihiiiahilitN" i>laii iiiak- 
iujr it ji(»-il>lf for an acht'rtiser to 
schedule |iarti< ipatioiis oil an> two or 
all of the Today-Homc-Tortight trio in 
a single huy. 

Certain iiiininuim participation hu\s 
in a 52-ueek period entitle an adver- 
tiser to (liscoiints. If you re in I lie 
Mornini:, Slioic, for instaine, you'll 
find that 2(> or more participations 
whether schednled o\cr several months 
or shot in a one-inontli campaii-'n — 
entitle \on to diseounts on time 
charges starting at 5'^ ; 39 or more 
participations hike it to ]()'(' and from 
there the discounts rise on a sliding 
scale up to 20' ( for 101 or more par- 
tii'ipatioiis. 

Discount pro\ision& on Today, 
lloiiic and Toni{iht start at lO'^ for 
39 or more participations, climb in 
the same manner as on TJie Morning 



MEMO FROM 

DEE RIVERS — 

roj// time-buyers 

GEORGIA'S 

WEAS 

and its new 

50,000 ' ^'^^ 



Show. I lie\ also appl\ to total par- 
ti( i|jatioiis jjiirchascfl under the "1-11-1" 
Plan." 

How poj)ular are these partici|)a- 
tioii shows with ad\ertisers? A look 
at the hillings might gi\e an indica- 
tion. Today (which is the longest-run- 
ning of all the shows, has ing started 
in Janiiar\ 19.521 flid SlO.o million in 
hnsiiiest thus far this \ear. This i- 
more than tlouhle its billing of S.5 
million in 1953. Whereas a total of 
7<5 ad\erti>er? bought into the jhow in 
1953. this )car w ill record o\ er 100 
< lieiits on Today's roster — much of it. 
!-a\s i\HC TV. repeat business. 

Home, which was launched in March 
1954-. now records 33 or more clients. 
I'leN'ious to its initial appearance, fi\e 
a(Kertisers demonstrated their faith in 
such a jjrogram b\ contracting for 
over $1 million in participations. As 
of 1 July 19.S4, billing had rea<hed 
S3 million co\ering a total of 64<'i par- 
ticipations. For the fourth quarter of 
1951 advertisers have, at this writ- 
ing, contracted for 337 |5articipatioiis. 

Perhaps the liea\ iest user of Toduy- 
II oiiie-Tonighl has been the Dow 
Chemical Co. which has invested 
around $1.5 million in these shows, 
used 40 participations in Xoveniher 
alone. This firm has contracted for 
8500,000 worth of j)articipations on 
Home to start in January 1955. 

The Morning Slioiv. since its launch- 
ing on 15 March 1954. has had con- 
tracts for over 500 participations to- 
taling more than $1.8 million in bill- 
ings. (This show changed format on 
16 August when Jack Paar took o\er 
the m.c. chores from Walter Kron- 
kite, transformed the show from a 
news-emphasis stanza to an entertain- 
ment-variety N chicle.) 

Tonight made its debut on 27 Sep- 
tendjer, has since carried participa- 
tions for about 10 advertisers. NBC 
TV points out that most advertisers 
don't want to buy a show till they've 
seen the ratings. The first national 
\ielsen tv rating on Tonight, which 
appeared about 10 \ovember and co\ - 
eied the first two weeks in October, 
was 5.9. 

An ad\ertiser, as indicated, can use 
the participation shows any wa\ he 
chooses — for a one-shot announce- 
ment, for an intensi\e saturation cam- 
paign, once a week on a regnlar basis, 
for seasonal selling purposes -in am 
maimer his needs and liis budget dic- 
tate. This opportunit\ for flexibilit} 



has j)roveii popular with a wide \ ariety 
of ad\ertiscrs both large and small — 
selling all types of products from bird^ 
seed and broilers to sha\ ing jiroducts 
ami shoes. 

On The Morning Show, for instance, 
the Florists Telegraj)!! Delivery Asso- 
i iation bought |)artici|)ations at Easter 
time; .'^wifl & Co. runs sjjecial cam- 
jjaigns to sell frozen turkeys at Thanks- 
giving and Christmas (both these sijoiw 
sors u^e the llonie show in the same 
w a\ j . 

Oil Home, seasonal athertiser Cam- 
eo Curtains ran once a week for eight 
weeks in September and October, plans, 
to skip the winter sales slump period 
and go back again in March. 

On Today, V. S. Uubber Co. buys 
particij)ations for its boots and ga- 
loshes only in snowy weather. Fed- 
ders-Quigan used four participation-s 
a month for its air conditioners till 
the summertime when it intensified its 
si hedule to five a week. 

General Foods runs three participa- 
tions a week for Jell-0 on the Pinky 
Lee Show. Other sjjonsors buy ing in- 
to this late-afternoon children's vehi- 
cle lia\e been Whitehall I'harmacal for 
Kolynos, General Mills for Sugar Jets 
and International Shoe Co. It would 
ajjpear that a -how like I'inky Lee is 
not easily sold becau-e it is primarily a 
children s i)rogram and very few na- 
tional ad\crtisers ha\e children s prod- 
ucts. W hen they do, according to one 
source, the products are likely to be so 
similar that they block another ad- 
\erti.ser who might want to get in. 

Such advertisers as the Vitamin 
Corp.. Kiver Brand Hice Mills, the 
Scholl Manufacturing Co. and M-G-.M 
ba\e bought into the f'aul Dixon Show 
in the past. 

Should some situation arise in which 
a sponsor would like to get his mes- 
sage on one of these shows in a hurry, 
just bow quickly can he get on? On 
the Todoy-llome-7 onight trio, a spon- 
sor need gi\e only 72 hours notice, or 
sometimes even less in a great emer- 
gency, to get his announcement tele- 
cast cm a national basis. 

"You can still order into the NBC 
r\' Participation Plan for Christmas.'" 
points out ^Matthew J. Culligaii, now 
National Sales Manager. NBC TV (till 
recentlv. Sales and Merchandising 
Manager. Participating Programs 
Dept.). "The magazines arc closed, 
also the -uppleinents. We'll be getting 
business till the da\' before Christmas. 
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On The Morning Show program, 
if an iulvertiser notified CliS T\ at 
4:00 p.m. on any weekday afternoon, 
lie t an get his commercial on the pro- 
gram the next morning. However, says 
the net, it's preferahle that a little 
more time be allowed so that there can 
he an adequate commercial run- 
through by Jack I'aar, or whoever 
else on the show is delivering the mes- 
sage. 

Comparatively few advertisers use 
film commercials on these shows, most 
desiring to take advantage of the op- 
portunity to have a well-known per- 
sonality deliver their message — one of 
the big plusses these programs offer. 
According to S. J. Frolick, Director of 
the Tv-Radio Commercials Depart- 
ment, Fletcher D. Richards agency, 
"When you buy a participation in 
Garroway's show, you are buying him 



and his personalit) and his following. 
If \ou use a film commercial on such 
a show, you are not using your time 
to best advantage. ' ( Phe Kicliards 
agency handles Qwip, a whipped 
cream product of the yWoset Co., 
which had a campaign on The Morn- 
ing Show last spring, is now running 
twice a week on Today an eight- 
week campaign through 10 Decem- 
ber.) 

Both Garrowaj and Jack Lescoulie 
handle the commercials on Today. Ar- 
lene Francis generally weaves adver- 
tisers' messages into the editorial 
"magazine" format of Home and on 
Tonight Steve Allen casually does the 
honors. 

There are four personalities on The 
Morning Shoiv who are available to 
an advertiser for doing commercials: 
Jack Paar. who handles most of them; 



13ett\ Clooney, the show's songstress 
who sometimes takes over the woman's 
approach on a message; Pupi Cainpo, 
who o( ( asioiiaily gives a pitch his own 
light approach; and Hal Simms, who 
takes over when a straight, serious de- 
liver) is in order, (The Haird puppets 
were formerly available for lead-ins, 
hut Bil and Cora Baird are no longer 
on the show.) 

If the same product is running on 
two or more shows, it is ver) likely 
to get quite different commercial treat- 
ment on each — as varied as the per- 
sonalities who present them. Peerless 
Electric has messages on both Home 
and Tonight for Broil-Quik. On Home, 
Arlene Francis does the commercial, 
integrating it with the program's "ser- 
vice" concept, fn the relaxed, easy- 
going, late-night-amusement atmos- 
phere of Tonight, it becomes appro- 
priate for Steve Allen to tell about a 
turkey he met who said, "When 1 go, 
1 wanna go on a Broil-Quik Super 
Chef." (Ted Grunewald. Radio and 
Tv Director of Peerless' agency, Hicks 
& Greist, states that they had origi- 
nally planned to have a live turkey 
on the show but they changed their 
minds at the last minute.) 

What results have sponsors obtained 
from use of tliese shows? As alwavs, 
results from a network broadcast ef- 
fort are hard to pinpoint. The most 
frequently -cited indication of results is 
repeat advertising — when a sponsor 
comes back or extends his contract. 
Ray Eichmaii. sales development rep- 
resentative, NBC TV, points out that 
about half of Today's lOO-plus adver- 
tisers this year are repeats. 

There are, however, a few more tan- 
gible instances. Cameo Curtains, 
through Friend-Reiss Advertising, re- 
cently ran a schedule of participations 
on Home, to sell its Shir-back curtains 
and draperies. On one telecast, Arlene 
Francis devoted 15 seconds of a one- 
minute commercial to offering a room- 
ful of curtains to any two women 
whose names were picked from a bag. 
An in\ itation w as issued to \ iewcrs to 
send their names in. By the end of 
two weeks (the West Coast kine of the 
broadcast is seen a week later) a total 
of 20, 1-23 names had poured in. 

Also on Home, a 20-sccond offer of 
a chance to receive a free Bendix Au- 
tomatic Ironer drew 32.000 postcards; 
a single offering of seeds drew over 
17.000 responses; offers of pattern*, 
such as crocheted bag'; and cafe cur- 
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tains. uMi:ill\ dniw 5,(J()0-7,000 let- 
ter^, ;i<-c<»r(liiijr to .MU! TV. both wlien 
tlie pnlloiii i> ollcml free or iil a [n'ue, 

()nc morning on Thr Morning 
Shnu . Jii< k Pilar ju~I luipiM-iictl U> re- 
iiuirk lluit he'd n<'\cr xcn a [)iflurp of 
M;iiil\ii \Ioiir(»e willi lier inoiith sliul 

luitl ;in\otif cl^o? It !>ecii)s that 
>()nie indiv iduiils; liad l)ecausc 

llial iiundici' of Monroe closcd-inoulh 
pliolos Oiinie ill. 

How iin|)()itaiil iiicrcliaiidisiiig 
.-iipporl to ii participaliiig ad\ crlisc-r'.'' 
WiC W regards it as \ itali) inipoi- 
taiit, go('> all oiil to provide adverlis- 
er> will) aids sikIi as: kinesc'ope fd ins 
made b\ (Iarro\\a\. Allen and Fran- 
L-i>. lo 1k" u-ed at sales ineelings by ad- 
\ertisers; personal appearances of 
these star> at sales ineeling.s, point-of- 
tiule |)i(;ces; recordings of perfonuers' 
voices to be beard by distributors, 
dealers. saleMiien: |)roniolions at the 
retail le\el consisting of a wide arra\ 
of merchandising and sales material 
with which an advertiser can tie in 
with the stars and shows (ihe) ha\e 
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di-liilmtcd some three niillion nier- 
( luiiidising pie< cs in connection with 
the I show aloiiej. 

MUrs Cnlligaii slates; "We attrib- 
ute iiiu< h of our (Mjiniiiercial >u( ee>'- 
with our particij)atiiig sIkjws to the 
[)roniotioiuil and iiienliandising sup- 
j>ort we gi\e the -how ftjr the benefit 
of the ad\erliser to our iiitcrpreta- 
lioii of "star value" d(jwii to all levels 

of an ad\ eilisei 's l>u--iiie' salesmen. 

distributors, dealers. ' 

CBS 'r\', on the other band, lodks 
at this (|uestion diderently. The net- 
work sa\s it does not at this point gi\e 
a Morning S/toir sponsor inercbandis- 
iiig support because of the low cost on 
the show. First of all, it slates, most 
acKerlisers do not want these aids: if 
ihev were oflered. the show would cost 
more anti win should an ad\ertiser 
|)a) for a ser\ ice he mav not w ant ? 
If an ad\erliser wishes to merchandise 
bis use of the show, CBS will be ha|)|n 
lo co-operate and offer a certain 
amount of support, but feels that 
an advertiser should be able lo mer- 
chandise in the st)le he wants and 
this is best done through bis own fa- 
cilities. 

These two points of view acluallv 
reflect general network policies along 
this line. CBS maintains tlial what it 
sells is < ii< ulation. Nf>C has for some- 
time had an extensive inerchandising 
operation available to advertisers on 
all. or most of, its network sliow> — 
both radio and tv. 

Where merchandising is done de- 
pends on a sponsor's particular co\er- 
age. In most cases, there is flexibility 
here. loo. Today, for instance, has 
four lineups from which to choose. 
Its national coverage embraces 54 sta- 
tions in the Faslern and Central lime 
zones, and on the West Coast — San 
Francisco, Los Angeles and San Diego. 
However, an advertiser, if he wishes, 
may buv only the Fastern network of 
81 stations bv placing bis participa- 
tion in the first hour (7:00-8:00 a. in. I 
of the show. This costs bim S3. 350 
complete, time and program, for a 
oiie-iiiiiiule commercial. The .second 
hour of the .-how (8:00-9:00 a.m. 
KSTi is tele<'asi on 20 stations in the 
(.enlrol zone in addition lo the 31 sla- 
lions in the Fast, making a total of 
51 stations for S1.900. The show in 
the lliird hour is seen in the Central 
zone oiil\. can be boiiglil for $2,200 
|)er partici|)alion. 

The ihrec W est Coast stations carr\ 



a one-hour kiiic of the (5:00-9:00 a.in. 
portion oiilv, can be bought oiil\ along 
with full lineup at the top cost of 
55,500. Tliu» an ad\ertiser who wants 
to reach the W'e^l Coast must schedule 
liis partici|)atioii in the 8:00-9:00 a.m. 
\e\\ ^ ork origination. 

(As of I January 1955, NBC TV 
anticipate* cxleiidiiig Todny^s coverage 
to four new market-: Kiioxville, Fres- 
no, Seattle and I'ortlaiid. Oregon., 
Ibis a-ide from Knoxville. will give 
ad\erti-ers more extensi\e West Coast 
coverage. Ihe four markets will add 
^oIne S200 to current costs.) 

Thft Morning Sliow is mucli like 
Today in its telecast pattern: the first 
hour is telecast in the East only, the 
second hour in both the fCast and Cen- 
tral areas and the third hour in the 
Central zone oiil\. Coast-to-coaM cov- 
erage on 61 stations comes to $4,14-0 
per segment. The 7:00-8:00 a.m. Fast- 
ern "leg" only of 30 stations < osls 
^^2.475; both the Central and Eastern 
■"legs' which are covered ^illlultalle- 
ouslv 8:00-9:00 a.m., cost $3,790 com- 
bined: and the Central "leg" onlv of 
27 stations, which receives a 9:00- 
10:00 a.m. repeat broadcast from New- 
York, can be had for about $1,800. 

One advertiser who made use of the 
sectional telecasts is R. J. Reynolds.. 
Ill support of its new Winston cigar- 
ettes, it bought the Eastern leg of the 
show when they had entered enough 
markets in the East, then expanded 
lo the Central network when distribu- 
tion warranted. 

The Morning Show itself is not lele- 
ca.-t on the West Coast but lias an ar- 
rangement whereby advertisers can 
gel co\erage there as well. In conjunc- 
tion with The Morning Show and at 
a cost of S350. an advertiser can buy 
into Panorama Pacific, a daily 7:00- 
8:00 a.m. wake-up show seen in Los 
Angeles. San Francisco and San Diego 
(this cost is included in the coast-to- 
coast price of $4,140 mentioned 
above I . 

Home has a basic network of 56 
"must l)n\ stations and 33 optionals. 
The Pacific Coast stations carry the 
show on a sc\ en-day delay. The whole 
package. iiK biding a program cost per 
partii ipalion of $2,082.50 net, runs 
into about $6,100 for a one-minute 
commercial. 

Tonight has two lineups — an Easl.- 
ein segment of about 25 stations which 
carries llie ^llow• between 11:30 p.m. 
and midiiifflil and is available lo adr 
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verti>('r> at a gross voA of S3,600 
per |jarti< ipati(jii. At inidiiialit, about 
15 additional station;; in the Central 
time zone join lunighl's network, 
bringing the total to 40 stations and 
the gross up to $4,100 per participa- 
tion hetwcen 12 and 1:00 a.m. 

The hasic huy on I'inky Lee Slioii 
is 30 stations; aside from this, there 
are 42 optional stations. 

The Paul Dixon Show, which is now 
being re-vamped, will run on about 
20 stations of the l)u Mont network. 

Whatever markets an ad\erti>er 
uses, he can generally arrange to have 
local dealer cut-ins on the net show. 
1 he local cut-in plan on Today, for 
instance, works like this: 

During the last 11 seconds of the 
commercial, stations in markets an ad- 
\ertiser has chosen flash the name of 
the local dealer, local product infor- 
mation or special sale events on appro- 
priate screens, Avhile Carroway's voice 
in the background urges \iewers to 
visit these local dealers or take note of 
the spe<ial information on the screen 
at the moment. As few or as many sta- 
tions as desired on the Today lineup 
can be used for cut-ins. The cost for 
cut-ins on all 54 stations is approxi- 
mately 81,300 net. 

Both Home and Tonight make cut- 
ins available on a regular basis. Ad- 
vertisers on The Morning Shoiv nia\ 
use them if they so desire. 

\^ hether cut-ins are used or not, it 
would seem that participation shows 
answer the tv pra\ers of nian\ an ad- 
vertiser with a limited budget or spe- 
cialized needs. 

Richard A. R. Piiikham, \HC TVs 
\ .P. in Charge of Participating Pro- 
grams, asserts that the participation 
concept is "a mighty and important 
development in tv broadcasting."' sets 
forth six main plus.ses of the partici- 
pating program: 

1. It gi\es the sales impact of a tv 
sliow which pre\ioii?ly had to be 
bought in 13-week c\ cles. 

2. It gives the marketing and dealer 
prestige of a network tv show. 

3. It has the flexibility of a newspa- 
per which \ ou can buy into overnight. 

4. It has a low cost-per-1.000 be- 
(ause it is in Class "C" time and 
reaches an all-family audience. 

5. It has the priceless ingredient of 
t\ >elling. nameK the pers-tjnal en- 
dorsement of a well-known star. 

6. '1 his big star ( an then be mer- 
( liandiscd at point-of-sale. * * * 



GIMBELS ON THE AIR 

i Continued from page 35 ) 

i\ irf liedule t oiisi-l3 of projjram pai - 
tit'ipjiiuiis miT WCAl-lV, Ont- 
liiiirute (\t,"s ovef Wli' ruuiid out thtr 
'■:lJ]l}jai^ll. 

"\\V tsorLi'il oul I he air -s h^clule 
i-iirffullj tu the mo5l out of our 
liudj^ct.^ ■-ay> /iiuler, "Wt dt^jjdcd 
imiiu'iliali'h \vf"J either Iiavi: \u 
r-httrl aniitjuiu tjjienis n\ s:iliiru(ja[L fre- 
f|upm:} or luii longer co|iy often. 
We faiHJr lorigpr comihen izil:;!., bucause 
we waiiL to tdl the compiele slory. 
Uur L'odiiiiemaU are ull over isisi- 
iTiiiiute king, 

'*0n Iv jjersoiiality fiiows We ijac live 
I'oiiinjtirciills Ic; lei the ?lar sell 
own J loyal andiVnce. We ilesciibe the 
coiiipleto rfiiJpiiol'^lrry jinn 'ess. tlress 
ifualit} and economy and ^ive a phont 
jiunilier to C^alt. 

">onietini« the star ad Vih's, For 
example, Mirs McCailhy rGcc-filly 
Kjiil ^ome of ht'r own furniture re- 
upholsLereil at CimWJ*. When the 
t>iore iHMik \itiT orde*'. itity weren't 
tipped of! in advanf^e aiul g:ave her ihe 
same trC[iLn]rn| as anyuiuf dse. She 
was delighted. We had her describe 
her experience one day on her t\ show. 
It was verv efTecti\e." 

About 10 of the 15 weekh par- 
ticipations are live. Films are used fur 
participations in feature film shows. 

On radio lower costs permit use of 
saturation announcements on one sta- 
tion. "We ( hose W Q\R because we 
wanted to appeal to a sophisticated, 
(]ualit\ -conscious audience that knovvi; 
a bargain when it sees one. Zimltr 
said. "The 20-second announcement* 
arc designed as reminder copy — we as- 
sume most of the people who listen to 
them have alreadv watched the t\ com- 
mercial at one time or another. Run- 
ning the short messages often keeps 
the store s name in front of the publit' 
in connection with its reupholstery 
ser\ ice." 

Zinder feels that sales personnel of 
all four stations Gimhels uses help ;i 
lot in planning the campaigns. "In all 
cases." he sa)s, "they were willing to 
sit down with us and talk over our 
problems. Regular department store 
advertising was as new to them as to 
us. and there were a lot of accepted 
theories and rules we intended to 
\ iolate."' 

[Flease turn to page 1061 
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AMARILLO HISTORY 

. . . with a mild commercial in the last paragraph 



AMARILLO has a short past. It was born 
with a cocklebur under its civic tail back in 
1887, during the days when a branding iron 
was a sacred instrument and the first rail- 
road was coming through. The way one 
story goes, a man name of Sanborn offered 
the co^vboys of the LX Ranch a town lot 
apiece if they'd vote for his town (then 
known as Oneida) in a contest which de- 
veloped over the location of the county seat. 
Since the LX hands constituted a legal, or 
shooting, majority, justice triumphed. "Am- 
arillo" derived from the yellow flowers that, 
along with cattle, decorated the surround- 
ing prairie. 

Highly producti\'e Texas soil caused 
agriailture to flourish. Early farmers raised 
giant-size ^•cgetables. Wheat liked the Pan- 
handle. Cotton was planted after the acci- 
dental discovery that cottonseeds, in which 
an early shipment of eggs was packed, would 
grow. Highways and railroads crossed at 
Amarillo. Oil, natural gas and heliinii were 
discovered. Airlines came zooming in. 



Amarillo, first in the nation in ])er family 
retail sales, is close to the stuff an advertiser 
looks for when he wants business. KGNC, 
half as old as Amarillo, reaches 78 coimties 
with 1 million persons in Texas, New Mexi- 
co, Kansas, Oklahoma and Colorado. 
KGXC-TV, a high-powered newcomer, cov- 
ers an area of 400,000 persons, gives its ad- 
vertisers a clean shot ol Panhandle hos- 
pitality and ioyalty. 




NBC and DuMONT AFFILIATE 



AM: 10,000 watts, 710 kc. TV: Channel 4. Represented nationally by the Katz Agency 
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Ja\ llcileii. -;ik*>. iiKiiut^fi i\\n\ Jaiiifs 
r>;irr\. a(( (iiiiil ('\t*< e, \\'|{C \- 
I \ ; I'lt'd I liui iiliui';li. |)ro-i(l('nt iiiul 
Hill) Mi (ir;i(l\. >aU'- uiaiiajier. WCAl • 
1 \ ■ IJoli kricficr, a-si>laiU comiiicicial 
iiiaiiajzcr. \\0\1!. all lielpcd with s-iij:- 
<!('>-li()ii>- for tlif most ('II('(ti\ i* air 
-ilicdiilc--. 

(iiiiilx'l- lia- l\ witlioiil ain 

inl(Mrii|>lit)ii -iiue the fii>l commercial 
\\a> (l»'li\ crcd in March l9o,'i. 

■■Hcmcmhcr. thif once lar^c^t) a 
j-easoiial husiiie-^. Jcsx- Moore, re- 
u|)hol-l('r\ de|)artmerit e\e(iiti\e. sa)s. 
"We j-tartcd oil with what we thoufrht 
were two >trikes a<;aiiist us. l'eo|)le 
just weren't interested in reupholster) 
in the spring. Well, we fonnxl out dif- 
fcrentK. We ran right through tlie 
-unnncr on t\ . 

"Kadio was added in Deteniher. 
"Sormall). the reupliolster\ season is 
drawing to a close hy then. Well. He- 
cendter was our biggest month so far!' 

Gindtels sold reuphoNter\ in the 
s|)ring and sunnner because it ad- 
\ertised then. But the commercials 
themsch es nmst he gi\ en mo>t of the 
iredit for le\eling ofT the seasonal 
slump, Moore feels. 

1 he connuercials persuarle people 
to l)u\ now h) gi\ing them reasons 
wh\ reupholstery will benefit their 
homes: old furniture gets new l)eaut\ : 
re|)air work is done when necessary so 
furniture lasts longer: li\ing rooiiT^ 
can be compieteh transformed for a 
coin|)arati\ el\ small outla\. 

I'e<au-;e of burlget restrictions the 
fdm commercials ha\e a kind of docu- 
mentary (juality. 

Gimbels wanted to show the actual 
reu|iholster\ jirocess, so footage was 
-hot at one of the store's four factories. 
It couldn t afTord actors, so real work- 
ers are shown actually refini.-hing 
chairs and sofas. 



I o demonstrate the "hefore-and- 
after" contrast in a li\ ing room's ap- 
|)ear;nice. a camera was set u|j at the 
-tore's furniture department. Shots 
were taken of real cu-tomers and 
sale-men in the stores se\cn model 
li\iug room-. "We got seven dilTerent 
lead-ins at no extra cost.'' Zinder sa\s. 
1 he onl\ |)rofessional in the entire 
conunert lal is \ ic Roby. an M?C stafT 
announcer, who does the narration. 
l\ol)\ lias been n-ed in all reupliol-ter\ 
film work from the bcgimiiug so 
\iewers will identif\ him with the store. 

'■\\ hen we use actual salesmen in 
the commercial, we get more than just 
a dollar -a\ing.'' Ziniler points out. 
'"Man) of the same salesmen who ap- 
|)ear in the film come to homes of con- 
sumers with sample cases. The t\ com- 
mercial ser\es to introduce them to 
customers. People feel the salesman is 
an old friend when he walks in the 
dcjor! ' 

Transcriptions by hou ew i\ es achie\ e 
the saiue (]ualit\ of sincerit\' on radio. 
\ t\pical housewife-to-housewife mes- 
sage begins. '"I'm Mrs. Florence Collier 
and We just harl a \e\\ delightful ex- 
perience I nmst tell you about. You 
see, our li\ing rf)om looked run-down 
because our old sofa and chairs were 
badly worn and uncomfortable. W'e 
were al out to bu\ new furniture when 
we heard of Gimbels custom re- 
u|3h()lster\ ser\ice. Right in our own 
home . a Gimbels decorator representa- 
ti\e showed us hundreds of lo\el\ 
fabrics. . . ' 

Each tele\isiou conuuercial is used 
for about a \ear. "1 he fact that we 
ha\e se\en dilTeient introductions adds 
\ariet\ to the basic pitch. " he sa\s. 

To gi\e \ iewers still another induce- 
ment to cpiick action, most tv coni- 
mereials incor|)orate a gi\eaway olTer 
— jome small gift sent to an\one who 



calls tbe .Ml rra\ Hill 7-7500 immber. 
Gifts range from salad bowls and per- 
fume to a set of four paintings. 

-ML' 7-7300 the phone number 
used in all radio and t\ eommercials 
as well a- in newspu|jer ad\ertising — 
is actually not Gimbels itself but a, 
telephone-answering ser\ ice. 

Explain- Ziuiler. ".\o store switcll- 
bcjard i- -et up to handle tbe hundreds 
of calls that come in from commercials. 
I'eople either call right away or they 
don't call at all. As manv as 300 calls 
come in within a 15-minute period. 
And. some conunercials are on late at 
night, after the store switchboard has 
closed. 

"So we use a telephone service. 
Trained operators get specific instruc- 
tions from us on how to answer ques- 
tions and what information to get. 
1 he operators mark down what time 
the call came in. the name, address, 
phone immber of the caller, bow many 
jjieces -he wants reupholstered. In 
addition, spec ial information like 'home 
after 6 |j.in.' is noted. Each call is re- 
corded on a sejiaratc slip of paper. 
The store then phones back to arrange 
a specific appointment at home." 

Air ad\ertising for other Gimbels 
department* and products has closely 
followed the precedent-breaking re- 
upholsterj campaign jjattern. 

Gimbels second air drive was buijt 
around a product closely allied to re- 
upholsterj. The slipcover campaign 
started in September 1953 on tv in 
New ^ ork. Again, this was out-of- 
season timing: Traditionall} . the slip- 
cox er season begins in earh spring. 

The same pattern of tv program par- 
tici|)ations supplemented by short radio 
announcements i- used for slipco\er 
ad\ertising. Here, again. Gimbels has, 
turned a -easonal business into a \ear 
round o|)eration with copy themes like 
' bring color and sparkling new st\le 
into \our hoiiie." Gimbels |)lans to 
extend its sli]X'o\er air advertising 
on tv into Philadel|)bia this coming 
Februar\ . 

Tbe third long-range air ad\ertising 
program began just six iiu)nths ago. in 
June. The jiroduit: Gimbels Food 
Plan. The Plan involve- purchase of 
an Amana home freezer in \ew ^ ork. 
a Lad\ Jordan freezer in PhilK . T he 
purchaser gets a di-count on frozen 
food bought through the stores. 

TTic department decided to ex|)eri- 
ment with short announcements this 
time, ami sat back to await results. 




The program that will 
sell your product to West 
Texas housewives. 

KRBC-TV 



on 



'HOMEMAKERS' 
FIESTA" 
4-4:30 p.m. 
Mon.-Frl. 




Represented nafionally by 
JOHN E. PEARSON TV Inc. 



ABILENE 
TEXAS 
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what IS the 

Iron Curtain 

anyway? 



It is Communism's "wall" against the 
healthy atmosphere of honesty that 
free men breathe. It is Communism's 
cruel and inevitably futile 
attempt to sea! off 70,000,000 enslaved 
people from TRUTH that can set 
them free. 



The Iron Curtain has many faces. 

Poles and Hungarians look 
across a No-Man's Land of alarm 
systems, booby traps, and armed 
guards . . . the Czech sees a wood- 
land stream with forest chopped 
naked to accommodate watch 
towers and Communist-manned 
machine gtms . . . the Romanian 
gazes down a quiet valley where the 
flowers have been replaced with 
electric barbed wire and the secret 
police tramp all day. 

Few captive voices reach out- 
side this armed wall, but many 
powerful voices from the Free 
world are reaching inside it con- 
stantly. 

Radio Free Europe is bringing 
new hope and courage daily to 
these Red-controlled millions who 
are our first line of defense against 



Soviet aggression. 

RFE, broadcasting in the lan- 
guage of these people through 
their native exiles, is melting the 
Iron Curtain with Truth— while 
the Red bosses work feverishly to 
'jam' RFE programs and calm 
their restless satellite peoples. As 
long as RFE keeps the Reds work- 
ing overtime in their own vulnerable 
'back yard' — Moscow will hesitate 
to risk a third World War. 

One dollar is needed from every 
American to insure that Moscow 
won't take that risk. 

Your "Truth-DoUar" wiU work, 
as no dollar ever worked, for an 
independent American enterprise 
— Radio Free Europe — which is 
supported and operated by private 
citizens Like yourself. 

To support Radio Free Europe, 



send your "Truth-Dollar" to Cru- 
sade for Freedom, c b your local 
postmaster. 




In this strategic area, a Communist 
police state controls the destinies of 
70,000,000 people. 




RADIO FREE EUROPE supported by CRUSADE FOR FREEDOM 



AD NO. CF-106-7 X 10-100 SCREEN-MAGAZINE AD 
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cede and to achieve a subtle harmony. 
It is also produced by an admixture 
of complementary colors. 

NON-COMPATIBLE Any color tv sys- 
tem which cannot be received in black- 
and-white on existing receivers (usu- 
ally used referring to the original fieljd 
sequential color tv system) . 

N.T.S.C. National Television Systems 
Committee. An association of engineers 
and scientists from RCA, NBC, Philco, 
Sylvania, GE and Motorola who advo- 
cated the current compatible color 
television system. 

NUANCE A small gradation or slight 
degree of difference in color. The pig- 
ment Indian red is a brownish-red 
with a purple nuance. Compare cast, 
tinge. 

OPAQUE Having the quality of not 
permitting light to pass through, or 
cannot be seen through; opposed to 
transparent. 

PALE Having a light value df color; 
lacking in intensity, as orchid, a pale 
tint of purplish-violet. 

PRIMARY COLORS Three colors, red, 
green and blue, whose normal stimuli 
when mixed additively in proper pro- 
portions are capable of yielding colors 
of all hues. The complementary colors 
are blue-green, magenta and yellow. 



|{ul liicre wcren t aii\. 

\ (|ui< k -wilcii iiinde to loiifier 
|)ariici|)aiioiis iii prcj^iauib. Full pro- 
f;raiii sj)OiiM)r>liip was begun, as well, 
to ;:i\e llie I'laii more iiicbsages williiii 
a ;-liurl period. 

"The I'ood I'lnii i.< a more ab- 
slrai I con< ej)! than reupliol>ler\ w ork," 
/imlor t'Xpln'm.^. ''^ on need more lime 
to pel the point across, to explain how 
llif i)laii work> and what its benefits 
arc. W e ai-^o wanted lo gi\e specific 
e\ain|)le< of how \ou can ?a\e money 
llir()U;_di ihe Food Flan. For iiislaiice, 
wc sa\ )ou can buy lop-grade cofTee 
al 07< a pound. Now. thai really means 
something in dollars and cents to the 
hoiisew ife." 

Food Flan commercials also include 
a phone number to call and a giveaway 
that lies in with the product — a frozen 
food recipe book. 

After the *witch was made from one- 
minute nles^ages to longer commercials, 
re>ulls kept pace with the reupholstery 
and slipcover success. Giinbels Food 
Flan today is probably the largest such 
operation in the country. Flan mem- 
berships and freezer sales jumped 
300% after air ad\ertising began. 

The current Food Flan air schedule 
includes three nio\ ies a week over 
W PIX. W'ATV and WKCA-TV. The 
.New York radio schedule consists of 
15-niinute WQXR music shows. 

Other Gimbels air efforts liave in- 
cluded promotion of speciall} items like 
a I'lay Jim for children. 

Only one New York furniture store, 
Sachs Qualil), has its own tv show. 
The Decorator's IF orkshop, over W'FiX. 
It also uses radio consistently. 

Although no New York department 
ftore is now using radio or tv regu- 
larly, a few have run short-term tests 
drives on special items, or have used 
the air for special storewidc promo- 
tron^<. 

DeparLiiient stores collectiveh made 
a big !-|)lai-li on the air during the \ew 
^ork newspaper strike last De< ember 
(>(■(' "What lia|)pencd on the :irr when 
N.Y.C. ncw~|)apers went on strike,'* 28 
Dpceniber 19.53, page 301. For many 
store*, this proniotitm marked the first 
time the air media had v\rr been u>^ed 
for drre< t sell. 

(umbels. John \\ nniianiaker, Mae\ 's, 
liearns. Hloomrngdale's, Abraham & 
."^trans. i^udwig i?aniiiarin X S|)car*, 
Saks Fifth A\eruie. Fe< k & Feck and 
Tailored Woman all u-cd radio and or 
tv during iJie strike. * * * 



COLOR TV DICTIONARY 

(Continued from page 47) 

FUGITIVE COLORS Colors lacking in 
permanence. This usually refers to 
fading pigments. 

FULL COLOR A color of great purity, 
strength and intensity. 

GRAYISH Lacking in purity or inten- 
sity of color; of weak chroma; neutral. 

HUE A general term used to distin- 
guish one color from another, as a red 
hue, an orange hue, a yellow hue. It 
is often used as a synonym for the 
word "color," as in the rainbow of 
many hues. 

IMAGERY Images taken collectively 
or the imaging process in general. 

INTENSE Vivid, strong or full color. 

IRRADIATION An optical illusion by 
which a bright object against a dark 
background tends to appear larger 
than it actually is. 

JUXTAPOSITION The placement of 
colors side by side or close together. 
Complementary colors such as orange 
and blue in juxtaposition accentuate 
each other, especially when the cool 
color is darkened. 

KEY, KEYED Terms applied to the 
color value of a painting. If the val- 
ues are light or bright, the painting is 
said to be in a high key; if the color 
values are dull or dark, the painting is 
described as being in a low key. "Key 
color" is also used to refer to a domi- 
nant color, one that predominates in a 
color scheme. 

LUMINANCE <See Brightness.) 

MEDIUM VALUE A color approximate- 
ly midway between a light and a dark 
color, such as bluebird, "a medium 
blue." 

MONOCHROMATIC A term applied 
when one color is combined with dif- 
ferent tints or shades of that color. A 
gradation of one color. 

MONOCHROME The transmission of 
a tv signal which can be reproduced in 
gradations of a single color only, such 
as the original tv pictures which were 
black-and-white. 

MONOCHROME TRANSMISSION The 

transmission of television signals which 
can be reproduced in gradations of a 
single color only. 

NEUTRAL A dull or grayed color. In 
the value scale, neutral gray is of 
medium value between light and dark 
and is neither a cool nor a warm gray. 

NEUTRALIZING HARMONY Produced 
by adding a little gray to any two or 
more colors to make certain hues re- 



RECEDING COLORS Hues that give ah 
illusion of being distant or relatively 
far from the observer. In painting, 
tones are made to recede by adding 
blue and making them lighter in value. 

SATURATION Degree of purity, free- 
dom from dilution with white. That 
quality which distinguishes strong col- 
ors from pale colors of the same hue; 
as red from pink, 

SCENIC EFFECTS SPECIAL DEVICES The 

unusual and convincing effects of fall- 
ing leaves, fire, fog, cloud, smoke, 
ocean achieved by scenes painted on 
mica incorporated into a rotating de- 
vice which provides the desired illu- 
sion as it is released through a pro- 
jection machine. 

SECONDARY COLORS A combination 
of any two primary colors in equal 
proportion. In pigments, for instance, 
primaries blue and yellow when com- 
bined produce green, a secondary color. 

( riease turn to page 112) 



f RADIO & TV PERSONNEL f I (Ij 

* ■* We screen New York's vast /v^.J 

f • source of qualified personnel; i^f/ljf of ouf 

I ^( toke the guesswork out of hir- \ y \^ fing^rtlpi 'l 

I ing for stotions anywhere. Tell 'or yovi 

I us your needs, we do the rest I ^ 

' CAREER BUILDERS Ag.nc^ 

Marjerit Willy, Difcior, Radio-TV Div. \ 
I '35 West 53rd St., New York 19 . PL 7-6385 i 
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If S OU ifciak clK 
maiiV radio and television stations, 8id vou etBEjCou 
the general aiid radio/tv advertising- pubiicadon 

A recent network survev of trade paper readt 
ship listed 16, and there were more. Son^e of these are pi 
pointed to newspaper and magazine buying,^ome to even broad 
advertising- fields, some to station readership, some, to she 
business, some (like sponsorJ to broadcast-mind 
agencies and advertisers. Some arei 

pinpointed at 



rrns 



But the pinpointed publications get the regular rc.iders§ 
the thoiout'h readership, arid^tiie loyal reader^h 
P^'eaj-n tor. Fh^. big probten\tJjaivfaces a trad ^apl 
jublish^r todays is tq- turn uui a book: that's prefferpd 
reading with the one b'egment of fiis indust;! 

that 5 important to -^.ii! 



[ mv t(S accotii^raf flii^^'f^ .jIT^TTi^f ])feblt; m . A 1 n^gsl ^ 

gets more reading matter than ht can handl* 1 > pical: 
the agency accpunt executive wht* gets eight magaz-ijies bj 
1^.7 takes home two, skims ns «), and peritidicjijj 
:v\'hen the pile in his office gets too high)' turns 
others over to his secretary to dispose of as she sees f| 






POiXSOR rl, e mn^nziiie radio and tv adveU 




Write for these previously publislied :ids: (I) "Why i» 3 trade paper like .i 
television station?" (2) "How necessary is trade paper advertising?" 
(3) "How much should a station invest in trade paper space?" 





m 











^t Efs magazine gets a loyal and regular reMership? J r^rf^^J 

1. He pinpoints evert vvord to Aij- specialized^ji^iencc.'^ 

2: He fights hard for v:orthwhile industry 'mprovements' 

3. He publishes use information. 

4. He makes his issues easy, pleasant reading 




^1 



PGNSQRva&J)mp6intect 'tor?adslifeiwgers. account "^ug* * 
ieicuiijp5^|:pl^n? b6ard meniDer3^%,(#Q^&^)fMrecto^ ^ 
tjet|ja:^ls-r-\^The formula wo^ks, foX^t0da>: gpONSoiris m^^^^^ 
esef3ecision--makers read most aniu^e-jxidsn For example: % 



1953 vs. 1954 BROADCAST PAPER AGENCY/ADVERTISER READERSHIP 



Publication || 


■ "I rpad regularly" 
P 19S3 19S4 




"I read thoroughly" 
19S3 I9S4 




"Practical use to me" 
19S3 19S4 


SPONSOR 1 


1 6 3% 


68% 




32% 


4 2% 




4 2% 


4 8% 


BROADCASTING 1 


1 68% 


S8% 


1 


3 9% 


31% 


i 


31% 


2S% 


TELEVISION 1 


1 S6% 


4S% 




20% 


2 4% 




10% 


!2% 


VARIETY 1 


1 S2% 


44% 




29% 


27% 




12% 


10% .K 


RADIO DAILY 1 


1 62% 


4 3% 




3S% 


32% 




2% 


2% . • 


BILLBOARD 1 


W 3 1 % 


22% 




8% 


16% 




3% 












represents fli-n t- . - 



"By 'GORE, 195+ survey bv Alan C. Russell MarketiiT^leMXeh; ?- 



e4;.only. broadcast publications^ 



■ar 



W ant to know more about trade 
papers or SPONSOR? We're 
happy to oblige. 



SHADE A term often used loosely in 
color description, A deep or dark val- 
ue or color The word implies dark- 
ness or dimness of illumination: refers 
to any darkened hue, such as navy 
blue. 

SHEEN A faint lustre as if from re- 
fraction, such as that produced by 
metallic bronze powders and evident 
on certain metals, such as bronze, zinc. 

SIMULTANEOUS CONTRAST The opti- 
cal effect by which colors are influ- 
enced in hue by adjacent colors, each 
imparting to its neighbor something 



of its own complement. Striking color 
contrasts are produced by using com- 
plements in juxtaposition. 

STRONG A term used for full, intense 
color; also referring to the coloring 
strength of a pigment. 

TACHISTOSCOPE Any of the various 
instruments for the presentation of 
visual stimuli such as a picture, word 
or group of symbols. 

TELEVISION BROADCAST BAND The 

frequencies in the band extending from 
54 to 890 megacycles which are assign- 




BROADCAST MUSIC,INC. 

NEW YORK . CHieACO . HOUYWOOD 



able lo television broadcast stations. 
These frequencies are 54 to 72 mega- 
cycles "Channels 2 through 4), 76 to" 
88 megacycles (Channels 5 and 6), 
174 to 216 megacycles (Channels 7 
through 13) and 470 to 890 mega:- 
cycles (Channels 14 through 83). 

TELEVISION CHANNEL A band of fre- 
quencies six megacycles wide in the 
television broadcast band and desig- 
nated either by number or by the ex- 
treme lower and upper frequencies. 

TELEVISION STATION A Station trans- 
mitting simultaneous sight and sound 
signals intended to be received by the 
general public. 

TRI-GUN TUBE The first acceptable 
receiving tube used for compatible coN 
or tv system. The tri-gun tube repro- 
duces the colors red, blue and green. 

TEXTURE The grain or peculiar char- 
acter of a surface to be painted; some 
surfaces are rough and pebbly, others 
smooth. Also, the effect obtained by 
certain methods of pigment, applica- 
tion to represent a stuccoed wall, a 
piece of velvet. 

TINGE The slight trace of color, al- 
tering another color or permeating 
that which is otherwise colorless. 

TINTS Colors made Tighter by the ad- 
dition of white, as a tint of yellow or 
a tint of yellow tone. All colors can be 
tinted except white. 

TONE An intermediate hue. A gener- 
alized term often alluding to any color 
not easily identified as a simple tint 
or shade. A degree of color in the 
value scale, especially referring to 
slightly neutralized or medium hues, 
such as American Beauty, a medium 
"tone" of purplish-red. To "tone down'" 
a color is to subdue it or reduce its 
intensity. 

UNDERTONE Specifically, a color upon 
which other colors have been imposed 
and which is seen through them, modi- 
fying their effect, as in three-color 
printing. This term is occasionally 
used as a synonym for cast. 

VALUE A term used to distinguish 
light, pale colors from dark ones. For 
example, navy blue is a dark "value" 
of blue, whereas sky blue is a light val- 
ue. Light values are known as tints 
while dark values are called shades. 



WARM COLORS Any hues in which 
red-orange predominates. The term 
"warm" is applied to these hues not 
i only Decause of their association with 
heat, sunshine and fire but because 
they are actually warm, as can be dem- 
onstrated by a very sensitive ther- 
mometer. **■* 
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(Continued from page 26 ) 

or hvice, or even three limes. But conies a poirrt \vherc unless 
you're giving away bigger, flashier dishes, they'll go hack to 
watching the shows they like. 

''And even in connection with good show," said the pro- 
ducer, "there's such a thing as over-promoting the product." 

"Oh, you're going into the kick about the spectaculars 
again," said the distributor. 

"That^s exactly where I'm going into," the producer stated 
firmly. "Viewed as above-average solid entertairmient those 
first several NBC and CBS spectaculars were fine shows. Nor- 
mally the audiences would have been delighted with them. 
But there was so much advance ballyhoo, so fantastic a job of 
exploitation, publicity and promotion that the shows them- 
selves just couldn't live up to the billing." 

I was strongly inclined to agree, and recalled to the boys 
a piece of publicity in connection with the Betty Hutton 
"Satins and Spurs," which I'd never seen pulled off previ- 
ously. Somebody in the NBC press department had per- 
suaded the New York World Telegram & Sun's Marie Torre 
(a very bright gal) to attend a dress rehearsal of the show, 
and to write a review off it, based on the dress. Miss Torre 
did an all-out rave. I know that she, for one, built me up to 
the point where the show was considerably more of a let- 
down to me, as a viewer, than it would otherwise have been. 

Speaking of spectaculars, you may recall that some weeks 
back I suggested that one of the networks do an all-out spec- 
tacular on the subject of juvenile delinquency. I proposed 
that perhaps a new novel called "The Blackboard Jungle," 
might be the vehicle for such a spectacular dramatic show. 
Just in case some tv fellow is getting around to considering 
that suggestion, I feel it my duty to point out that the book 
has been grabbed for motion pictures by MGM. and that 
Robert Whitehead is going to produce it for presentation as 
a Broadway play. I suppose, at this point, it would be ex- 
tremely difficult to make a tv deal for the work. And I do 
want to say, I told you so. 



★ ★ ★ 



Letters to Joe Csitttt ttre weleometl 

Do you always agree with the opinions Joe Csida expresses 
in "Sponsor Backstage^'? Joe and the editors of SPO.x- 
SOR would be happy to receive and print comments from 
readers. Address Joe Csida, c 'o spo.nsor, 40 E. 49 St. 



DES MOINES 
RADIO 

KRNT 



BASIC CBS 

YOUR ALL-TIME 
BIG-TIME BUY 

WHOPPING 
HOOPERS 

★ * 
MORNING 

48.8% 

AFTERNOON 

50.4% 

EVENING 

41.8% 

SURE YOU'RE RIGHT— 
YOU'RE ALWAYS RIGHT 
WHEN YOU HAVE ON 
YOUR LIST THE 
STATION WITH 
THE FABULOUS 
PERSONALITIES 

AND THE 
ASTRONOMICAL 
HOOPERS 



m. 
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RATINGS MUDDLE 

U vntinut d from paic,e 33 ( 

(icUMiM*. \\c aioiijj! \sit1i the gii) 

wliii fii\<'> ii> till' \\u»\. Imllerfal in the 
milk.. OiiP Icclinicjiic \slii< li is sorne- 
liiiu's ii-cd i>- to Mili.M rihe to all the 
ratiiif; >tM\ it <"-. I licii nou < lie* k U) see 
\\lii( li >rr\ i( e l ale^ \i>ur aMiilahilities 
liijiliol. Lisl> (if aMiilabililrcs are prc- 
luned. liiokcii down li\ rating ser\ices. 
rinall). >al(.'MiuMi call on agencies and 
ofTer a\ailal)ilrties according to the par- 
ti< iilar nica^iiicincut service the agency 
is kn<i\sn to prefer, thus inipr()\ing 
their < han( e^ for a >ale. 



Q. What are some of the com- 
mon industry criticisms of the rat- 
ing services? 

A. Experts in research those with 
thousands of hours l>chind them of an- 
al) zing a vide range of radio-tv audi- 
ence flata will tell \ou that there is 
no '"perfect" rating ser\ice in opera- 
tion now. and no certainty that any 
or all of the rating services are eritire- 
l\ \alid. There are fault>^ — major or 
minor — to oire degree or another in all 
of the rating ser\ ices and their meth- 
ods. ( lie faidts are no secret. 

During .sponsor's two-year All Me- 
dia Evaluation Stud v. the research 



How to Get Network Quality 
in a Local Show 

The Krick TV Weather Show is a big, bold, new idea in 
Television Weathercasts. The format is tested and proved... 
aimed at giving your clients the highest audience impact ... on a 
local basis. 

With the Krick Show you take full advantage of local interest 
in local weather delivered by local talent. And yet you control the 
basic pattern of the package. 

We've all seen program ideas that are big in Boston, and 
go over like a bag of cement in Boise. Not so with the Krick Show 
because one thing we can be sure of is everyone's interest in 
weather. 




How to wring sales out of a cloud 

OR . . .There's no weather show like the Krick Weother Show 

CAPSULED Highlights: Time-flexible format... 5, 10 or 15 
minute segments; not just tomorrow's weather, but the next 7 
days, as well; "Weather Sweepstakes," exciting new audience 
l^aiticipation game; Farm and Garden weather. There's more, lots 
more. Exclusive market availabilities are becoming limited. Pro- 
tect your clients' interest and get the full story TODAY. 

TWX, dv 40: PHONE RAce 2-3891 WRITE OR WIRE 



IRVING p. KRICK 

Alefeoro/og/ca/ Consultant, Inc. 

460 South Broadway, Denver 9, Colorado 



chief of one of the nation's five lead- 
ing ad agencies, for example, stated: 

"1 doubt lioojjer can mix the diary 
and the telephone eorncrdental for tv 
reports and get anything satisfactory. 
W e don't know how to correct for the 
errors inherent in each s\stem. We 
use Nielsen for national ratings. He's 
nro>t accurate from the standpoint of 
tuning. But 1 doubt his sample is big. 
enough for projection purposes. Nei- 
ther do 1 think he measures multiple- 
set radio honic listening accurately. 

■"1 he roster recall method u<ed by 
I'ulse cannot be 100''' accurate. I 
wonder ho\N \Nell an) one can recall 
names of programs, times, sponsors, 
audience composition and other data. 
As for diaries, such as ARB and Video- 
de.\ (as veil as the ujKoming Xielseij 
local measurements) it gets more in- 
accurate the farther \ou get away from 
the program. I'eople tend to fdl it in 
at night so they guess at da\time lis= 
tening.' 

Other admen (and researchers) w'ill 
argue about this exeeuti\e"s summary. 
It would he hard to prove him com- 
pletely right, or completely wrong. 
This in itself furthers confusion. There 
is considerable difference of opinion 
in the industrj over radio-tv audience 
measurement methods. 

Q. Is it getting tougher to rnea- 
sure radio and tv audiences accu- 
rately? 

A. Adding comj)lication to confusion 
in the ratings controversy is the fact 
that radio and tv are getting more dif- 
ficult to measure accurately all the 
time. Briefly, the problems are these: 
1. AW/o: Since the war, radio — due 
in part to tv— has become a diflused. 
rather than concentrated, medium. 
Where radio was once a sitting duek 
wbieh researchers could measure in the 
living room. toda\ radio has fanned 
out into everything from car radios, 
portables, kitchen radios and clock ra- 
dios to hi-fi fm listening. Radio has 
also seen the growth of hundreds of 
stations who make a specialty out of 
reachintr language or racial minori- 
ties, or in reaching people who like an 
all-day diet of mustc-and-uews. sports 
or classical music. Most services miss 
a lot of this extra or spec'ialized listen- 
ing. 

Just as one example: Xielsen, ab 
though lie is gradually bringing his 
sample up to date, counts AS'~c of his 
sample a--; multi-set radio homes in hi« 
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national radio ineasureinenl>. \ et the 
recent Aflvertising Research Founda- 
tion study !))• Alfred I'olitz for the four 
networks and HAB found that the 
multi-set average in the L.S. is 60^f, 
not 455^. 

2 Television: It used to be relative- 
]) eas) to measure t\ ; there wasn't 
much of it. But today better than six 
out of 10 U.S. households are tv- 
equipped. and there s a trend on to- 
ward multi-set tv homes. Tv isn t con- 
fined, in the case of many high-pow- 
ered stations, to metropolitan areas. 
"Out-of-town" tv viewing is largely 
missed by tv measurements made in 
metropolitan areas. And tv is still in a 
state of varying competition. In one 
market, there may be seven stations 
and a fight for audience. In another, 
there may be only two or three sta- 
tions. This, too, makes the problems 
of analyzing tv ratings more complex. 

Q. Are radio and tv the only ad 
media plagued by audience mea- 
surement problems? 

A. No indeed. 

Researchers often point out that 
many of the rating hassles grow out of 
the fact that radio-tv are the best mea- 
sured of all advertising media. 

"What can print media show that is 
comparable?"' the research v.p. of a 
Radio City-area agency asked. 

"Print media still does most of its 
pitching on the basis of ABC figures, 
which show raw circulation and noth- 
ing more. That's like trying to judge 
radio and tv programs on the basis of 
how many Avorking sets are in a sta- 
tion or network's engineering cover- 
age. Once you get into the print field 
of readership studies — and I mean 
measurements of recognition by Gal- 
up & Robinson, Readex, or Starch — 
you get into the same arguments you 
find in broadcasting. When magazines 
start stretching Starch readership fig- 
ures to a magazine's projected 'entire 
audience' to get a 'total readership' 
for an ad you leave yourself wide open 
for trouble. 

'"If there's less confusion in print 
media generally, or in any other form 
of audience measurement in advertis- 
ing, it's only because there's far less 
research done by both buyer and 
seller." 

It's interesting to note, moreover, 
that when admen were being polled to 
find out what thev would like to have 
the Advertising Research Foundation 



tackle as influstr\ prf)jccts tv\ o seasons 
ago, the first choice was a study of 
print rcaflerslir[5 measurement. Uadio- 
t\' measurement rated a second choice. 

Q. What are some of the com- 
mon misuses of ratings data which 
an industry educational program 
might avoid? 

A. Here are a number of common 
ratings pitfalls, as cited to sponsor by 
\eteran research e\ecuti\ es: 

1. Over-use of ratings as an inflexi- 
ble l>uying or p\aluation \ardstick. 

In spot buying, a few major clients 
have long used certain ratings levels 
or their by-product, cost-per-1.000. as 
yardsticks. The general idea is tu get 
standardization in spot bu\ing, par- 
ticularly if the client has several agen- 
cies handling various profluct lines. 
This is a useful procedure, but only up 
to a point. Many times, in order to get 
the magical cost-per-1,000 figures ■"uii- 
projectable" radio or tv ratings are 
projected to a station's co\ erage area 
or measured circulation. This is a 
mathematical fallacy, researchers state, 
that can easilv result in shortchantfing 
many excellent spot availabilities. 

At the national level, some big radio- 
t\ clients have yet to break the habit of 
using a program rating alone to judge 
how well their network radio or tv pro- 
grams are doing, or what represents a 
good program buy. Ratings which 
represent the percentage of radio or tv 
homes a program reaches are only 
part of w hat a sponsor needs to do a 
thorough job. Veteran program buy- 
ers say that to set a minimum level of 
national rating as being acceptable is 
misleading. Sponsors should consider 
everything from audience composition 
to the strength of competing programs 
in evaluating shows on a network basis. 

2. Failure to realize the mathemati- 
cal shortcomings of rating services 
when making judgments based on 
ratings. 

Xo rating ser\ice provides rating 
figures which are 100% accurate. All 
have a ''probable error." 

Nevertheless, sponsors sometimes 
charge ahead with decisions Avithout 
remembering the shortcomings of rat- 
ings. A good example can be found in 
some of the client-agency hassles that 
ha\e taken place in recent years over 
shows that are in the "Top Ten" on 
rating lists. Pointed out a v.p. of a 
New York agency: "We often find our- 
selves called on the carpet if a spon- 



sorV show (hops from fourth t(j fifth 
place in the rating hsts. Actually, the 
drop ma} be oidy two or threc-tentli'^ 
ol a single rating point. Thi-; i- udl 
uitliin the limits of probai>le error, lie 
nm\ actually ha\e gained sliglill;. for 
all he knows. But still he will demand 
an explanation for the fart that his 
show is 'slipping ." 

3. Lse of rating data hy unskilled 
admen in ways for which the ratings 
were ncxcr intended to be used. 

Ratings, after all. are number^. And, 
some admen rea-on. number- can be 
added and subtracted, nmltiplied or di- 
vided. This i- far from true in the 
analysis of rating data. 

One of the mo^l common examjiles 
of this type of misuse can be found 
among admen who start projecling the 
first set of rating figure* they can get 
their hands on after a program has 
been aired. The} fail to realize that 
tue ratitig> which can be produced in 
the shortest time are usually the least 
projectahle. Thus ratings produced 
quicklv in a few major metropolitan 
areas, usual!) by telephone checkups 
or recall interviews in random .samples, 
can not be projected to the total num- 
ber of radio or t\ homes in the nation. 
E\en greater fallacies in judgment can 
resuh from deriving cost-per-1,000 
based on the abo\e process. They're 
almost invariably far too high. 

Other misuses re^ oh e around home- 
made "combinations" of ratings or 
audience data. Admen will sometimes 
take a rating from one service, add an 
out-of-hoine listening factor from an- 
other, project this against a total homes 
figure (even if the rating is unpro- 
jectable) and then multiply the 
'"homes" calculation with audience 
composition figures derived from a 
third serv ice. At this point, the mathe- 
matical chances of coining up with a 
correct answ er are ver\ . verv small. 

4. Comparisons between the rating 
figures of different rating services. 

This is a fairly common misuse, par- 
ticularly among admen who collect 
rating data on their program or pro- 
grams the way a small boy collects 
stamps. For one thing, it proves pre- 
cisely nothing. The fact that your show 
rates highly in (me service, and at 
lower level* in others is not proof that 
(a) your show is erratic and (b) that 
all rating services are wrong. 

Ill fact, it is from these comparisons 
of ratings — made in different wa\s 
among differing samples of the radio- 
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In iiudicin i' tliat a j;reat deal of the 
pre'-ciit CDiifu^ion in llie iiiiiuls of ad- 

3. Keliamc on ratiii<:s N\liicli pri- 
iiuiriK .-'liou ciudience >i/e. while over- 
looking otlier hyproduct;- and (jualita- 
ti\i' factors of tlice ratings. 

\ toiunioii f'xaniple: In the suiinner- 
tiiuo. sponsors lia\e been knoun to hop 
on the nwks of their agcnc ie'^ because 
the rating ha* slipped. lJut, llie spon- 
sor nia\ uell he ignoring the faet that 
his "bluue of audience*' has remained 
the same, or even increased. In such 
a caso. a lov\er rating is merely part 
of the mild slack-oiT in the summer 
months: the program is still pulling 
its usual share of the air audience. 

Other sponsors, as mentioned earlier 
in this report, will sometimes overlook 
important factors such as vieuers-per- 
sel. audience composition, income lev- 
els of audience, and whether or not 
ratings on a minute-h\ -minute or pro- 
gram segment basis show that a pro- 
gram builds or loses its audience regu- 



49TH & MADISON 

{Continued from page 15 ) 

The importance of the subject matter 
is reHected in the prominent position 
and space giv^en. However, you have 
overlooked the importance of the local 
angle . . . 

The article states "appears to be 
turning towards a downward trend. ' 
I think it would have been better to 
have determined the actual trend be- 
fore writing the article. 

Also, "to all appearances this year s 
billings will end up somewhere be- 
tween minus 5% and level with last 
year." Again, I think the article should 
have been delayed until some more 
sjiecific information was available and 
not base it on ''appearances. ' The im- 
pression seems that a "possible" dif- 
ference of 0*^^ and 5ff spells the 
doum of radio. 

\lso. "some 30 odd broadcasters 
and ad\ertising peo])le were inter- 
viewed iiK lading most of the top reps. ' 



$60.00 INVESTMENT 
SOLD $1,500.00 in floor covering 

VIA ALL-NEGRO 

WSOK 

NASHVILLE. TENNESSEE 



llow main rn ea< h group .' In which 
(•iti("« are the broadcasters that were 
interviewed? Who from BufTalo? 1 
think this i~ a flims) base upon which 
to base |)redi< tions of such importance. 

Also, '■( o-op money gets the lo<-al 
rate.'' This i-^ not fair to those sta- 
tions that ha\e the .-ame rate for na- 
tional and local business. 

Also, "to atlract new business the 
>tations have been revising their rate 
card;." the inference of which is that 
all stations have made a downward 
revision of all rates. This all-inclusive 
statement is not fair to those stations 
which ha\e raised rates in the past 
two years. 

Also, on the "si'OxN'soK Speaks"' page 
1 136] is the heading. "What's wrong 
with spot radio 1 consider this all- 
inclnsive statement has a negative con- 
imlalion and is not fair to those of us 
who have found nothing wrong with 
radio. 

The article in no wa\ reflects condi- 
tions, for example, at W EBR, which 
probably exist at a number of other 
stations. For the last 25 years, each 
\ear's billing has greatly exceeded the 
previous year. So far this year, we 
are about 15^T ahead of last year 
which was the best of all 25 years. 
We are now serv ing 33 different lines 
of business who have used our facili- 
ties without interruption from two to 
25 years. Seventy percent of our an- 
nual volume is from clients who are 
renewing their agreements. Both na- 
tional and local billings are the best 
ever. With these conditions you will 
agree that we find nothing wrong with 
radio. 

In view of the above, I feel that it 
would not only be equitable but also 
eidightening to have a companion ar- 
ticle covering the viewpoint of the 
local stations. Some of the national 
agencies now recognize what has been 
done locally. If more of the bo\s 
would leave the Ivory Towers of Mad- 
i>on Avenue and get iiUo the field, 
they would have knowledge of condi- 
tions that are fliflerenl than most of 
them assume exist. 

Our national billings are at an all- 
time high — as are our local billings. 
' We have only so much for sale and 
, \vhat is sold nationally cannot be sold 
locally and vice versa. It is also in- 
teresting lo note that even with this 
greatl) increased volume, in 1951-. we 
gav e time and facilities for jjublic ser- 
I vice having a card value of over SC5,- 



01)0. The same will undoubted!} exist 
in 1955. Likewise, it is interesting to 
note that our volume was not achieved 
through double spotting. (Might be a 
good idea for your organization to 
make a study of this double-spotting 
situation. ) 

Your article also states that a lot o.f 
money has gone into tv that normallv 
would have gone into radio. This is 
no doubt true for the field a« a whole. 
However, it does not apply at WEBK 
and you again overlook the local sit- 
uations. As a matter of fact, we have 
had the experience of tv helping ra- 
dio. Two problems confront tv: costs 
and good talent. I am not against t\ 
— as a matter of fact, -will readily ad- 
mit that when the visual and aural 
are combined, great potentiality is 
present. However, tv will not solve 
all problems and it will not pav out 
for all who use it. An organization 
in Buffalo used tv from the beginning 
and got satisfactorv results— even from 
10-year-old films. Having started in 
it, they were reluctant to give it up. 
even though costs increased for the 
second and third years. They w-ere 
spending well into five figures and 
with a variety of representation and 
consistency that gave tv a fair trial. 

After the glamor had worn off and 
the practical yardstick of values ap- 
plied (which is so often overlooked in 
the purchase of tv) it was found that 
tv was not paying out. Xow. here is 
where tv helped radio. Tv educated 
this client to spend more than ever 
before. And the total spent on tv is 
now going — you can guess where — in- 
to radio — with more than half of the 
appropriation allocated to u>. 

Thanks again for the article which 
proves to me, if nothing else, how well 
we have done. However. J think vou 
will agree that it does emphasize the 
need for a companion article covering 
local conditions. . . . 

William Doerr 
General Manasi^er 
IF EBR, Bufjalo 



FARM TV 

I wonder if \ou have any informa- 
tion regarding farm programing by tv 
slation>. success stories or lists of farm 
advertisers using .-uch programing. 

XORM ClSSNA 

Asst. Mgr. & Sales Dir. 

If'TTl '. Bloomington 

• SI'ON»OR*« 11." t I'ann liadio and Tv ►<•<■■ 
lion, ill ih** 1 Novoiiilirr 195 t i^sur. contains 
H|t-to-ilatc hif «rinalit»ii «n farin Irlovi-ion. 
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The American Society of Composers, Authors and Publishers takes 
pride in announcing "ASCAP Music on Records— Your Program Guide." 

Designed to assist broadcasters in building better and more inter- 
esting programs for their listening audience, this listing of the finest 
music in the ASCAP repertory will be distributed to all the Society's 
licensees on a regular monthly basis. 

Each issue will bring to your program director a new category of 
music chosen for timeliness, interest and variety, including such features 
as Holiday Hits— Seasonal Music— Music About Cities and Places, etc. 

The release will contain the title of each composition, its composers 
and publisher, the record company and catalog number, and other per- 
tinent information. 

Watch for your copy of "ASCAP Music on Records." 

AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS 
575 MADISON AVENUE, NEW YORK 22. N. Y. 



S. S. PIERCE 

{(.imlinurd from [Kiili' III 

[linii <-orni)ftiti\ (' hrnmls. In addition. 
iii;in\ Pierce protlinis, like expensive 
faiic\ -food ba>kcls, are de-^igiied as 
•lifl^. Olliers. n> |)re\iou>ly mentioned, 
are stricll\ for male coii:-iiinj)liori. 

I'ieree therefore wanted a >lio\\' that 
would appeal to a -()])histieated. upper 
income audience of men and women. 
To ensure reachinj; this mixed audi- 
ence, Cahot sciieduled the program in 
the earl\ morning, when hotli men and 
women are a\ailahle to listen. 

\\ h\ not an audience-participation 
qui/, or a d.j. jMograin? Above all, 
the 1 23-) ear-old firm wanted a show 
consistent with its prestige, and repu 
tation for dignity. lis news show is 
broadcast by Charles Ashle\, a fa- 
miliar and res])ected \oice to Boston 
listeners. Pierce felt his connnent> 
ha\e the authoritv and dignilx it was 
seeking. 

"The thinking behind I'ierce's use 
of radio aetually goes back to its em- 
])hasis on personal selling and its be- 
lief in the ]jersuasi\ eness of the liuman 
voice." sa\s Kugene MacArlhur. a e at 
the Cabot agenc\ . ''An important pan 
of Pierce's sales and merchandising 
efTorts is a weekh ])hone call opera- 
tion to a selected list of customers. 
Pierce talks to customer?, one at a 
time on the phone. It connnunicates 
with them en masse through its radio 
program. 

"1 he com])an\ felt it would be wiser 
to 1)U\ a shorter show sev eral da\ s a 
week rather than just one long pro- 
gram becau>c it belie\e^ in the value 
of repetition- repetition of its name 
and of it* *ales messages. ' 

Pierce feel* its lwo-\ear association 
with the \*hle\ >how ha> given its 
name xaluable identification with the 
|)rograrn de>pite the fact it alternate? 
*p()n*or>hip. "We bcliexe the bonii* 
of ~|)ons(ir identificatiiin i^ an impor- 
tant ])art of air *])onsor*hip."' Ma<"- 
Arthnr *ai(l. ■"That'- w h\ we didn't e\en 
consider an announcement schedule.' 

."^nperx i>ing Pierce's advertising at 
(.'abdt are Harold (Jabot, president, 
and Janie.- I. Sunnner*. \ ice ])re*idenl 
and account ^nperxi^or. 

(^)nipan\ dlhcial* nm-t clo^elx ( on- 
nected with its ad\erli>ing are Wal- 
worth Pierce, chairniaii of the board: 
lioger Preston, president: W allac' 
Pierce. \ ice president, and Sidne\ 
Zandition, retail salo manager. 



The firm s radio conimercial? are 
built around it-; two distinguishing 
cliararteri?tics: ([ualit) and service. In 
atldition. the lime- and nionex -saving 
features of Pierce products are 
stressed. 

E\er\ week. Pierce acKerlises a 
' radio special of llie week" — one item 
]'riced speciall) low and ])lugged only 
on the radio show. To lest the >how'» 
pull, it aKo makes special offers from 
time to time over the air. 

Recently, for example, it ofTered a 
free copy of Epicure, a booklet con- 
taining unusual recipes and a list of 
.-elected Pierce products. ])lus an un- 
described "sur])rise. ' The offer was 
inentioned on six broadeasls. drew 
oxer 3,000 re(]uests froin as far away 
as Maryland and Canada. 

(The "surprise," incidenlallx . was 
a cou]jon for a one-])ound tin of S. S. 
Pierce Ked Label CofTee, worth SI. 35, 
])ro\ided the bearer purchased S5 
worth of Pierce brand foods in an\ 
of the company's retail stores.) 

Another test, made last summer, in- 
volved a four-pound tin of pre-cooked 
chicken. The chicken was ofTered at 
SI. 62 a tin in three announcements. 
(Regular price: S1.72). Sales of 1.250 
tins of chicken — or $2,025 in sales — 
were directly traeeable to the radio 
])romolion. 

Pierce exeeutives feel results like 
these are justification enough for eon- 
linuing the radio program, now in its 
third year for the company. Pieree is 
leluctant to divulge Boston area sales 
figures loda\ compared with figures 
before the show was bought, but doe> 
sax there has been a steady increase 
over the lwo-\ear span. The 1953 
nationwide sales figure was about S30 
million. 

Because Pieree foods tend to cos: 
more than other brands, coniinereial* 
parlicularlv stress the liine->iaving as- 
pects of using pre-cooked foods and 
the nionex saved because there is no 
waste. Phrases like "all cooked and 
packed." "packed in its own deliciou* 
tiraw -making broth," "vou sa\e a 
long, hot cooking job, loo." and 
'"(]uick-nieal specialties^" are frequenl- 
1\ u^ed. 

Commercials mi Pierce's Epicure 
maga/ine iisualK lead ofT with a gour- 
met recipe -celerx slufTcd with Roque- 
fort cheese, bir example then men- 
tion other li]>s contained in the book- 
let, like instructions on serving wine. 
Pierce's free expres- and parcel post 



service to points outside Greater Bos- 
ton is ah^> mentioned often. 

Probably the best known of its spe- 
cial services is Pierce's weekly tele- 
phone contact program. 0\er 100 
full-time Pierce eniploxees telephone 
about 18,000 customers in the Boston 
area each week. .Most of the calls in- 
volve regular customers, but some are 
made to lists of new pros|)ects. A 
good numlier of names on the "new 
j)ros|)ecl" list may be persons who re 
spond to a s])ecial radio test offer. 

If an old customer is involved, the 
Pierce ])lione contact man makes the 
call at a jjrearranged lime, ihe sanfe 
lime each week, so that ihe person 
comes to expect and welcome il. The 
Pierce man generally starts off with 
some chit-chat about the customer's 
family (detailed index cards refresh 
his memory I. then mentions one or 
two weekly sjief-ials. Most of those 
on the telephone list prefer to do their 
shopping this way, so the salesman 
usually lakes an order for a week's 
grocery supply. 

Phone conversations with new cus- 
tomers or prospects include an expla- 
nation of how Pierce operates and an 
offer to send them "This Week at S. S, 
Pierce." a panqihlet, which lists spe- 
cial values, highlights seasonal items. 

Other Pierce services mentioned in 
the radio commercials include: 

1. Call-oul service. Pierce deliver^ 
orders to an\one phoning in. provided 
the\ are o\er a certain minimum 
expenditure. 

2. Call-in service. Pierce will make 
up an order when a euslomer calls in 
and have il read) to be picked up at 
the customer s convenience. 

3. Bollle disposal service. Company 
trucks pick up and deliver bottles: 
customer gels refund without ever 
visiting a store. 

Boston residents who summer a( 
their countrx homes or lake \acht 
tri]?s can write in orders, lia\e them 
delivered to points within a certain 
distance from liosion. 

Pieree backs up its radio schedule 
in the New England area with 52- 
week advertising in oxer 15 news- 
papers. One national magazine. The 
\eu- Yorhcr. is used eaeh month to 
promote S. S. Pierce hrand liquors. 

The S, Pierce Co. was founded 
in 1831 b\ Samuel S. Pierce. A third 
generation member of the family. Wal- 
worth Pierce, is now eliairnian of the 
board. ★ ★ *. 



118 



SPONSOR 



ROUND-UP 

(Continued from page 69) 

cided to make the inoA of the oppor- 
tunit) and urged an all-out write-in 
campaign for "'CofTeehead." He sug- 
gested that ^.iiice the job apparently 
required no ahihly and on work, Lar- 
sen was eminently qualified for it and 
that it might he just the thing to gel 
hiin oft the air. v\sked to connnent on 
his election to surveyor, all Larsen 
would say was. '"M> surveys show 
most people listen to W'EMl'."' 
« « « 

William IVl. Savitt, president of 
WCCC and Savitt. Inc. (retail store), 
both in Hartford, Conn., rer-eived this 
year's "Outstanding Boss" award of 
the Greater Hartford Junior Chamber 
of Commerce. Savitt was cited for 
"his progress from a one-man store 
35 years ago to a store of 30 em- 
ployees in his own building in down- 
town Hartford, with tremendous retail 
sales today, and an additional 15 em- 
ployees at radio station WCCC: his 
progressive and humane employee re- 
lations and many community contri- 
butions have placed him in the highest 
regard of his business associates, em- 
ployees and the community." 

* • * 

The latest promotion from RCA Re- 
corded Program Services resembles a 
motion picture fan magazine. The 20- 
page booklet, magazine size, contains 
stills from "Movie Classics" being dis- 
tributed by Recorded Program Serv- 
ices. Each feature film described in 



the booklet is listed with its cast, play- 
ing lime, reprints of rev iews the film 
recoi\ed when it was first issued and 
other data. 

# # » 

Ki\IHC-T\ . Kansas Cit\. i? due to 
switch to its higher power of 316 k\v 
transmitting from its newly-completed 
l,023-f()Ot tower about the middle of 
this iiionlli. Tower construction v\as 
begun 12 Se|)tendjer and, when this 







picture was taken on 28 October, was 
nearly completed. Final coaxial cables 
have since been under installation be- 
tween the antenna at top of the tower 
and RCA color transmitter on the 
ground. 

■» » « 

Cross-plug announcements between 
radio and tv stations are becoming 



more coirnnoii. (Jne of the most re<'eiil 
deals was made in Washingloii be- 
tween W'l iC llv) and W'W'DC. Coin- 
menling on the arrangement, Ben 
Slrouse. \\ W DC general managei , 
said, "One of the reasons WW DC has 
grown to a top spot in Washington 
radio is aguiressive pr(nnoti(jn. We've 
Used other radio stations, new >|)apers, 
billboard*, niox ie Irailor'^. sandw ich 
men, beaut) conle-ts, sky writing and 
what have )0u. W hy not television? ' 
lie asks. "1 even look at it ni\s<-|f 
once in a w hile. ' 

» * « 

In ^>ew York, following the cros?- 
phig deal between W INS and W'ABD 
(tv) which was announced several 
weeks ago. WPIX ilv) and W'MGM 
announced they would institute a sys- 
tem of cross-plugging talent and pro- 
grams of each station. The exchange 
promotional arrangement was de- 
scribed as primarily on the "person- 
alltv" basis, with stars of each sta- 
tion's shows |)lugging stars on the 
other outlet. 

« « « 

Another example of one station 
plugging another occurred in Pitts- 
burgh recently when the Steel City's 
newest radio station. WILY, saluted 
the citv's oldest. KDKA. on KDKA's 
34th birthday. WILY slotted "happy 
birthday" announcements to the West- 
inghouse station through the day. 
» * • 

\ Midwest radio station has bought 
time on several other radio station* to 
promote its programs. W OW, Oma- 
ha, purchased time at regular card 
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VHF CHANNEL tJ MANCHESTER. N. H. 

THi BEST SIGNAL— AND LOCAL COVERAGE 
FROM WITHIN THE MARKET 

Nine of 10 New Hampshire Counties 113,825 TV families 

Coierage of northern Massachusetts — Lowell, 

Lawrence, Baeerhill, Fitchburg area 235,063 TV families 

PLUS — Onrera^e of soutli and eastern 

Vermont 13,200 TV families 

PLUS — Tork County. Maine 19,250 TV families 



Total PRIMARY coverage 381,338 TV families 

FOUR MILLION PERSONS 
LIVE IN THIS AREA 

Represented by WEED Television Corporation 
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rate- tui -i \en station- iti tlitt'L- -tatc^. 

\\()\\ al>-i> UM*> 1'^ tic\\-pa])ers, 

iiin\ii'>- and tv < uiinnercials to plug its 

|)i<)^rarir>. Radii) >lali(»iis on wliirli 

tiriif \\a< IxHij: hi ill. hide KW'lSi:. H<»a- 

lii(e. Ncl).: KFNF. Slieriaiidoali 

lo\va; \\J\C. Norfolk. KCIM 

Carroll, Iowa: K.JAN. Allaiilic. Iowa: 

k:\LV\. Maiihallaii. Karu. and KCIIK. 

Cherokee. Iowa. 

• • « 

\ (■ros>-pliig deal lia<: been worked 
out between New ^ ork Cit\ V Transit 
AutliorrtN and W'CB^" earU -niorning- 
man Jack Sterling. The six million 
daily sul)wa\ and Mirfa< e transporta- 
tion riders will -ice car cards alerting 
tlie riders to tune in " l he Suhwa\ St(t- 
r\ ' on Sterlings show. And Sterling 
will discuss human interest stories ol 
transit workers: give ?afel\ hints; tell 
how riders < iU\ help solve their prob- 
lems and those of the transit eui- 
plo\ees; gi\e bulletins on delays and 
interruptions of service to alleviate 

waiting time and crowding at stations. 
» • « 

A booklet recounting in picture and 
prose the first 30 years of operation 
of WCCO, Mitnieapolis, has been sent 
to advertisers from Larry Haeg, gen- 



eral manager. Included iti the booklet 
are pictures with autogra])hs of the 
WCCO personalities who have been 
with the station over the past three 
deca<les or wIkj ser\e in an extMiutive 
< aj)acit\ today. 

W hen physi< iaiis from 60 county 
medical so( ietie> met in Philadelphia 
last month, one phase of their conven- 
tion included a session on television 
programing. The ])hysicians were web 
coined by Rolland V. Tooke, general 
manager of WPTZ. In the picture Dr. 




James R. Whitehall, president of the 
Pennsylvania State Medical Society, 
and Dr. Dudley K. Walker, president- 
elect of the PSMS, listen to an expla- 
nation of camera technique by Calvin 
Jones ( foreground I . WPTZ producer. 



I^Oi^l DAYTONA BEACH'SfUtHOTEL 




AS 
LOW 
AS 



7 



50 



p*r person 

dovble occ 



INCLUDING 2 DELICIOUS MEALS 

Europ*aa nail oIm Arolobl* 



Spacious Rooms • Excellent Cuisine • Golf Course 

2 Private Pools • Cabanas • Private Beach 
Putting Green • Intimate Cocktail Lounge • Doncing 
Planned Entertainment • Fisherman's Paradise. 

For R*t*rvalions t Brochwrt 
writt or wir* Ruth Stroytr, G*n. Mgr. 




THE 





aza A CRAIG HOTEL 

formerly the Sheralon Beach Holel 



DIRECTLY ON THE "WORLD'S MOST FAMOUS B^ACH" 



San Francisco is growing in its im- 
portance as a source of national ad- 
vertising, according to AM Radio 
Sales Co. In announcing the opening 
of a San Francisco ofTrce. Stanley 
Spero. general sales manager of 
k.MPC. Hollywood (one of AM Sales 
afliliated stations I, said the Bay City 
already was an important source of 
revenue for his station as well as for 
W.MCA. .New York; WIND. Chicago, 
WLOh, .Minneapolis: KOOL. Phoenix, 
and KOPO, Tucson — other outlets 
represented b\ AM Sales, Ken Carey, 
former account execuitve for KMPC. 
will manage the San Francisco office. 



SPONSOR ASKS 

^Continued from page 71) 

physical appearance and personal 
warmth made the role a natural one 
for her. Through years of experience 
in addressing groups of women across 
the country, she had developed an easy, 
friendly, but dignified manner that 
equipped her for formal appearances. 

The success of the .Margaret Rudkin 
commercials are today well recognized 
among competitors in the premium 
bread field. They have contributed 
importantly to maintaining the spec- 
tacular rate of growth Pepperidge 
Farm bread has enjoyed, and suggest 
that advertising agencies would do well 
to take another look at client person- 
alities as salesmen for their products. 



SINCERITY IS THE KEYNOTE 
By Tyler Davis 

Tr and Radio Director 
Doled, Red field S: Johnstone, etc York 

I don't generally' 
think that the 
sponsor is the 
best salesman of 
his product — ei- 
ther on tv or ra- 
dio. But where 
sincerity is the 
keynote and you 
have the right 
kind of president or executive, then 
it's O.K. However, such procedure is 
more indicated in an institutional com- 
mercial than in a sell on a product. 

You may know that our client. Al- 
bert Fhlers. Jr.. president of ibe Ehlers 
Coffee Co.. |)ersonally appears in film 
conunercials for the product. In this 
ca;-e. we feel that the genuine sincerity 
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that he communicate.- carries it o(T 
weM. To get an idea of his approach, 
hero's what he says in one commercial: 

"Hello. I'm Albert Ehlers, president 
of the Ehlers Coffee Co. Coffee flavor 
is our bnsiness. It has heon for three 
generations. And we've found that 
when a blend of the finest coffees is 
'twin roaster!.' the result is a rich, 
deep, wonderful coffee flavor. The 
double-rich fla\or for which Khlers 
Instant Coffee is famous. \^'h\ don't 
you try a cup of Ehlers Instant today? 
If you don't agree this is the best cof- 
fee you've ever tasted, return the un- 
used portion of the jar to us and )our 
full purchase price will be refunded." 

When the president of a company 
says that you can have your money 
back if his product does not live up 
to expectations, you know you will get 
it back. Such a claim is much more 
believable when made in this way than 
if an announcer would say it. 

Use of this commercial does not 
stop with spot airing on video. Twelve 
frames from the one-minute pitch are 
merchandised throughout the grocery 
trade by the Ehlers sales force and by 
mail. Therefore, the sponsor not only 
handles the commercials but is a prom- 
inent figure in the product's merchan- 
dising as well. 



GOOD INSTITUTIONAL APPROACH 

By Otis W. Winegar 

V.P. ill Charge of Copy 
Toole, Cone & Belding, New York 

I do not recom- 
mend using a 
sponsor to sell a 
specific product, 
but when you are 
trying to do an 
institutional job 
— as Ford and 
General Foods 
did on special an- 
niversary telecasts — then a person who 
happens to be the head of the company 
and can handle himself well on tv can 
probably do a better job in many ways 
than a professional announcer. He is 
the human symbol of what may be re- 
garded as a very non-human entit\, 
enables you to think of the firm in 
terms of a single person. 

When Clarence Frances. Chairman 
of the Board of General Foods, ap- 
peared in the corporation's big anni- 
versary show on tv some months ago. 
he was most charming and outstand- 




ing!) good. He was introduced at the 
beginning of the show, made a brief 
talk, and acted as t!ie gracious host. 
He was completely poised, ga\e tlie 
feeling that here was a compan\ that 
was represented b) a man who sccnicfl 
\'er\ warm and friendly. \et inspired 
respect at the same time. 

When llenr\ Forrl II appeared on 
the Ford show, (he critics (and II felt 
thai he presented himself quite well. 

How effecti\e a sponsor will be on 
the air depends on his degree of ex- 
perience, his background and his per- 



sonalit). ."^(jme companies arc headed 
by salesmen who might find it easy to 
adjust to tv : others by accountants or 
corporation lawyers who are usually 
not prepared to go into tlie role of an 
entertainer. A nervous, stiff, ill-at-oase 
man is not a good representative for 
a company — especially on a coast-to- 
coast tv net\\(jrk. 

It is usually out of hl.> line for a 
sponsor to be a salesman on radio or 
tv, but if the shoe happens to fit. then 
he might wear it on the proper cK(;a- 
sions. 
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ASK f HE WALKER REPRESENTATION CO., INC. 



I 




FOR 



ACTI 0 N 



ACTION ill translating YOUR 
niessMKO lor the largest Spanish speaking 
audience in the Great Sonthwest. . . . 

ACTION ill top perf orinance and pro 
duction liy a skilled staff of translators, 
direetors, announcers, aetors, singers 
and niusiciaiis. . . . 

ACTION In putting YOUR produet in 
thousands of homes in the San Antonio 
area. . . . 

WE INVITE YOU TO 
ASK ABOUT OUR 

Know/low 
Co-operation/ and 
Qn-the-beam 
f(esults 

Many national advertisers have success- 
fully invade<l this profitable market 
through KUOR's superb facilities and 
service. . . . 

Some of them are: — 
PROCTER & GAMBLE 
LUCKY STRIKE 
GENERAL FOODS 
BRISTOL MYERS 
CHESTERFIELD 




R. A. Cortez, Pres. 

SAN ANTONIO, TEXAS 

Texas' First Spanish Station 

Erprcsrritcd bi/ 

Richard O'Conncll, \al'l. .Idr. I)ir 

40 East 49th St.. Now York 17, N. Y 



PLaza 5-9140 
LOS ANGELES — SAN FRANCISCO 
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EdtctiVii fi. fivrblc uas elected chairman of 
the board oj the Association of National Advertisers 
at its 45//i annual meeting in Sew York. Edwin IT. 
Ebel oj General Foods was elected vice chairman and 
Paul B. West was re-elected president. Gerbic suc- 
ceeds Ben R. Donaldson of the Ford Motor Co. 
Formerly AXA vice chairman and bejore that its 
treasurer, Gerbic also has been president oj the 
Advertising Club of ,\ew Jersey. He joined Johnson 
& Johnson as a salesman in 1934; now he's v.p, 
oj JScJ in charge oj merchandising and adi ertising: 



(ivorgo tt. Siori'v. whose purchase oj VTXEL 
itv), Cleveland, and KPTl (a), Portland, jor 
S8.5 million, and IT' J IT', Cleveland, jor $330,000, was' 
just approved by FCC, has bought his second uhj. 
Pending FCC approval, he'll buy K'FTL-Tl and 
IV M IE-TV, Miami (he'll merge them), jor §335,410. 
lie's selling KGBS-AM-TV, San Antonio, to Express 
jor S3.5 million. Result: He's jirst to own FCC limit 
oj seven tv stations, will have am-tv combinations 
in .Miami, Cleveland, Detroit, Atlanta, Birmingham, 
Toledo: tv only in Portland: am only in Wheeling. 



J. f"'. Vl'o^f fcgiit^ v.p. oj General Motors and 
general manager oj Oldsmobile Div., who was the 
first sponsor to sign jor \ BC TV's series oj 
"Spectaculars" (sponvok, 31 1/fl.v 1954, page 30), 
turned to network radio to help promote the new 
1955 models, just out. Oldsmobile .signed jor 36 
five-minute newscasts on 350 ABC Radio afjiliates 
jour nights a week: special campaign runs jor 
three weeks. During the 1954 selling )ear Olds- 
mobile rose jrotn Itli place to Ath place in sales. 
Radio-tv budget: Ronghly $\ million. 



.Voriimii KitUihi has been elected vice presi^ 
dent oj General Teleradio. Inc.. and executive 
lice president and general manager of the Yankee 
Network. Knight will make his head</irarters in Bos- 
ton and will manage If \AC--tM-Tl there. He 
joined General Teleradio alter his resignation as 
general manager of If Altl), l)u Mont's .\eiv ) ork 
station. Previously he was vice president in charge oj 
sales jor >pon-oi! and bejore that was Eastern man- 
ager oj station relations jor .Mutual. Knight was 
educated at Wa.\hincton I .. St, Louis. 
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// would 
take a jmnbo- 
sized directory to 
lis/ all the multiple 
ind iistrial activities that 
contribute to the pulsing, four- 
billion a-year prosperity in WSAZ- 
TVs area. Here's a scene at the versatile 
Belle, W. Va.. Works of the Du Pont 
Company where some 4,000 people are em- 
ployed in ihe manufacture of many chemical 
products. The payroll at this one plant alone 
is about $20,000,000 a year. 



the heart with the y prosperous pulse.. 



If you have a flair for geography, you probably know the 
North Pole is 90° north latitude . . and that the North 
Magnetic Pole is some 1,174 miles farther south. 

You perhaps know, too, that the geographical center of 
the United States is in Smith County, Kansas . . although 
the population center is eight miles north-by-northwest 
of Olney, in Richland County, Illinois. 

On the other hand, if you have a flair for profitable selling 
you certainly realize the industrial center of the United 
States falls plumb in the middle of our Ohio River Valley 
where industries, factories, mills, plants and payrolls are so 
profuse we defy any economist to put his sliderule pre- 
cisely on the pivot point of all this abounding prosperity. 

The pulse of such prosperity is strong, youthful, and a 
drum-call for anyone with something to sell to many 
buyers. We therefore invite your attention to the fact that 
the only medium covering all 116 counties comprising the 
configuration of America's industrial heart is WSAZ-TV. 



If you want a magnetic pole working for you in this indus- 
trial heart . . a persuasive, well-believed influcncer of sales 
. . you can follow the steps of other successful advertisers. 
First, you contact the nearest Katz office. From there, 
you're in good hands. 



WSAZ 




TELEVISION 
Huntington-Charleston, West Virginia 

Channel 3-100,000 watts ERP 

VBC BASIC SETn ORK-affiliat>d ARC and Du Mont 

AUo affiliated with Radio S(a«ion.f \\ SA>i, Huntington: WGKV, Charleston 
Latvrence H. Rogers, Vice President <C- General Manager, WS.iy, hic 
Represented nationally by The Katz Agency 
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Radio Advertising Bureau 
W'e note with <(iiisicleralile interest 
thai the Broiulcust Advertising; Bureau 
is now called Radio Ad\erti>in<; Hu^ 
renu. Ihe elian<:e is a|)|)ro|)riato and 
will eliminate confusion. 

Not lony a<if) radio ainl tele\i^ion. 
uidike < oin|jelili\ e nie<lia. had no clear- 
ing house? for information and |)r<)nuj- 
lion. Today both radio and tele\ ision 
are well served h) hard-hiltinji. in- 
creasiiifrly efTe<live bureaus. W'e look 
to hoth the liAB and T\ B for out- 
slandinjj pei formanccs during 1955. 

On both fronts. |)re.-entalion!i to sjie- 
cific ad\crlisers will be made on an 
increasing!) jiinpointed l)asis. Many 
advertisers will gel ihe sort of sell that 
heretofore the\ have recei\ed oid> 
from the magazines and iiewsjiapers. 



I)e>-|iite our enthu-iasm for the job 
]{ \|5 i- doing, well continue to \oi<e 
our lio|)e for a strong national spot 
unit within that bureau, ^-pot radio in 
particular needs fast an<l iiidixidual 
attention. 

• « « 

Spot's confusing name 

One of spot radio's fjiggest jirobleins 
was neath illustrated within a recent 
Charles M. Siexert column in New 
York s \i o rid -Tele firaiii & Sun. Charle*. 
whos one (jf the most knowing gu\s 
• oxeriiig the adxerlising beat, clearly 
misunderstood the nature of s|)ol radio 
when he defined it a> *'^ou know, those 
•ommercials that come in unattached 
to put between programs? " 

lie made the ref(Mence while men- 
tioning sponsor's recent article on tjie 
1954 outlook for spot radio {"."spot ra- 
dio's lime of de<-ision," 5 .\o\ ember 
1951, page 29). We were imniedialeh 
struck b\ this ihonght: If a hep ad\er- 
tising reporter misunderstands spot ra- 
dio, how man) comjjan) |)residentr 
and other e.\eculi\es remo\ed from 
immediate contact with advertising 
must share the misapprehension? 

Spot radio, of course, is far more 
than just a me<lium for announcements 
placed between jirograms. It includes- 
any form of sponsorship on a selective 
market-b\ -market basis. The client can 
choose from a wide range of Icx-al |)ro- 
gram t\pes — e\er) thing from the d.j. 
show to the particijiation in a cooking 



program. An<l announcements between 
programs as well. 

W hen exe( utives have the impres- 
sion ^pot radio or t\ is confined to 
announcements between shows, spot 
suffers. \ et the medium s name lends 
to perpetuate that confusion. Spot is 
llie trade expression for brief an- 
nouncements. It, is also the medium's 
name. 

Some years ago sponsor cam- 
))aigned to tr) to get the industry to 
< hange the medium's name to "selec- 
ti\e, ' because we felt that term was far 
more descriptive. I'erha))s we gave up 
the effort too soon but "selective" ne\ - 
er caught en in this country although 
it has become widely used in Canada. 
• • • 

Wanted: failure stories 
sponsor is on the prowl for stories 
of ad\ertisers whose campaigns jailed 
on radio or television. The objective: 
to point out wh\ so as to provide con- 
structive lessons for others. 

W ill you as a reader help us perform 
this ser\ic-e? We'd like leads — brief 
memos on the kind of failures which 
provide the lessons that make for suc- 
cess. If )ou wish, we ll shield the name 
of comijany or agency involved. 

It> our hope that leads may come 
from ad\ertisers, agencies, stations, 
network.-, researchers. They can be re- 
cent or go back a number of years — 
jirovided the advertising lessons ihev 
teach hold good for today « 



Applause 



ARF ratings committee 
When the Advertising Uesearch 
Foundation report on amiience mea- 
-urement comes out witliin a few days 
or weeks, the reai tions will \ ar\. Some 
research firms ha\e alreadv indicated 
disagreement and iiie\itahl) there will 
be researchers who. while agreeing 
with the obj((ti\c- of the re|)ort. will 
take issue on sonic specifics. This 
should find unanimous agreement. 
howe\er: that those who worked so 
hard in its |)reparation ile-er\e the ap- 
|>lausc of the iiidiivir\ . 

W'e wonder if there is another bu>i- 
iiess whi< h < oubl muster >o main busy 
jfCople for work o\er a two-\car ]»eri- 
od, including perhaps 190 meetings. 
Some measure of the difliculty of tlie 
subject matter ran be had from the 



fact that the report went through ?e\en 
drafts. 

T he soon-to-be-published report sets 
forth general research standards for 
radio and tv audience size measure- 
ment. It does not go into the actual 
workings of individual research firms. 
-\s originall) planned, the AHF com- 
mittee was to produce subsequent re- 
ports reviewing research j)ractice> of 
in(li\ idual firms and anal) zing the data 
the\ produce. It's to be hoped that 
the length of time it takes to prepare 
the first rejMirt will not deter the AKF 
from pushing forward with the orig- 
inally j)laiined subse<|uent reports or 
with other studies of a specific nature. 
Contr(dled experiments (»n the \aiidity 
of research methods are nee<led as well. 

Ihe members of the \i{F radio-tv 



ratings re\ iew committee w ho worked 
so long are: F. L. Deckinger, chair- 
man. Biow ; Teddy Anderson, BBDO: 
Hugh .M. Bexille.' Jr., NBC; Harper 
Carraine. CBS Radio; Donald Coyle. 
.\BC: Wallace T. Drew. Ore) : Jay 
Fliasberg. ABC: Norman Glenn. 
DC5S: Robert .M. Hoffman. W'OR. 
New ^Ork; Gordon A. Hughes. Gen- 
eral .Mills: Oscar k'atz. CBS Televi- 
sion: Howard G. Kubn. Compton: 
William .Millard. McCann-Erickson : 
Hal .Miller. Biow; Richard J. Puff. 
.MBS: Bernard Sherak. K&E; Charles 
1\. Smith. W ceo. .Minneapolis; G. 
.Maxwell l ie. K&F: Harry D. Wolfe. 
Colgate-Pahiioli\ e. 

Tire working committee for the re- 
port on standards are: G. Maxwell Lie: 
Donald Coxle: F. F. Deckinger. 
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i^PSlg|lp«i2«j,. BRAND ^ NEW. BUSINESS 




J, lliejiv. ail ' advertising nuii-C; profilhljlo. " 



Voif ticUtitUy give 



Three 



(/ifl.s* ill one — (iff for ((.s* Utile tts 




1 



Yon give a full year, 26- 
rxxue subscription to 
i<I'ONSOE. Starting at 
the Holiday Season and 
continuing throughout 
tlie new year, SPONSOR 
helps your recipients 
save time, work, trouble 
. . . shows them how to 
cash in on broadcast ad 
vcrtising 's great pulling 
[lower . , . gives them 
ideas they can get from 
no other source. 



2 



You (jive clients and 
prospects the ' ^ Air ad- 
vertising Library". At 
the Holiday Season, 
SPONSOR will send each 
person on your list 8 
important radio or TV 
publications and book- 
lets thej'Ml use, refer to 
and thank you for over 
and over again. 
(When completing the 
form below, please 
specify whether you wish 
us to send the Radio or 
TV edition of the "Air 
Advertising Lilirary, ' ') 




3 



Y 



oif give a handsomely designed gift card 
-^^ Christmas time. 



TiOituy " ofTor limited to just one station or agency in eacli area! 



SPONSOR 



40 EAST 49TH STREET 
New York 17, N. Y. 



Special Holiday Rates 



One 1 Year 8iib,scri|)tion 
(your own or first gift) 

£^<^^^t!^ Each additional 1 year gift 

Donor's Name 

Company 

Address . 

Gity _ Zone State 

□ Include my own subscription □ Send bill later 

P I enclose $ - for subscriptions 

Gift cards to read from _ ^ 



^^Send^iffto^^- V--::^^^?nv-- 

r^.,,,,^. Company-. — r - .-^v^ i^y^.^^' ■ A: 



'^dinchii&^Q^RaSo 'Orrw Edition ^pf lJf V -j^u : - : 

Alt' Advertising-'Library-^. ' -"f^i 




•/."Air' Adv«v'tisi\ig' tibrart--'. 
,v,^.-,v\-ysj,.V { Please .tyFetresnasndsr. 



, ,'\cv ..of your 

,6 list on a separate : 
M-'^ ^jfieet and attach). . 



low going farthest 

with the mostest • « • . • • 



KMBC-TV 



WITH A @IANT i;i79.FO0T TOWEII ' 

(above average terrain) and a 316,000-watt 
color-equipped RCA transmitter, KMBC-TV dwarf: 
every other television facility in the Heart of 
America. The new Channel 9 TV signal is boomin{ 
strong and clear into areas never before covered 
by a Kansas City station. As a result, thousand: 
of additional new television homes are swinging 
to Channel 9 for the kind of programming that or 
KMBC-TV and the CBS-TV network can deliver. 

If you're aiming your advertising message at 
Kansas City and its rich surrounding secondary 

t 

markets, KMBC-TV is far and away the best 
place to invest your television dollars. Your Freei 
& Peters Colonel can give you the lowdown ItM 
on the Midwest's most up-and-coming TV statioir^^ 
Contact him for availabilities. 



Kansas City's Most Powerful TV Station 




